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( Warren's 


Everyone 
reads between 


the lines 


Portrait of a housewife judging a product. Her critical 
eye is scanning a booklet the manufacturer just sent her. What does she think 
of this product and the company that made it? That depends on what the 
company has to say, and especially, (he way in which they say it. If the facts 
have been presented sincerely .if care has been taken in the design of the 
booklet... and if it reflects quality and good taste . . . most likely this house- 
wile will be favorably impressed by the booklet, the product, and the com- 
pany. To win respect, a company must disclose respect for its readers. Respect- 
ful printing begins with a good printer. See him early. ‘The chances are he will 
specify Warren’s printing papers. He will get better results with Warren 
papers ...and so will you. 8. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 
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ARTISTS’ MATERIALS 


Proven the WORLD’S FINEST! 


USE a dependable single source for the finest artists’ materials in the world... for a broad Craftint 
line of Show Card Colors + Artists’ Oil Colors + Artists’ Water Colors + Artists’ Specialties and Staples 
- School Supplies - Brushes + ‘“Scrink’’ Screen Process Inks + Flat and Gloss Screen Process Colors 
- Bulletin Colors + Japan Colors + Strathmore Papers and Pads + Craftint Papers and Pads - Shading 
Mediums + Drawing Inks * PLUS Hobby and Crafts Supplies and many other top-level products. 


CRAF-TYPE A quality, time-saving, money-saving aid for artists, designers, 
draftsmen, map and chart makers, layout and production men! Alphabets 
Numerals . . . Symbols . . . in every popular style and type size! On transparent, 
matt-finish (NO GLARE) self-adhering acetate sheets! 


CRAFT-COLOR Transparent, waxed-back solid color sheets. . . for making 
brilliant, impressive layouts, poster effects, package designs, mechanical illustra 
tions, maps and sales charts. These thin-gauge, self-adhering acetate sheets are 
available in 35 brilliant colors. 


CRAF-TONE A new, no glare, all-purpose acetate overlay shading medium. 
It is designed for the entire commercial art field in preparing art work, borders, 
maps, displays, sales charts, silk screen work, newspaper reproduction, technical 
illustrations and many other uses. Available in 299 black and white Tints and 
Patterns. 


COPY-BLOCK A new, thin-gauged, self-adhering acetate sheet gives the im- 
pression of “‘indicated”’ lettering. Designed to indicate blocks of copy quickly 
and accurately on comprehensive layouts and dummies. Available in the three 
sizes of type generally used in body copy... 8, 10 and 12 point. The lines contain 
the normal leading that would be found in text matter. Available in black and 
reverse white. 


NOTE: These Craftint Shading Mediums and Alphabets are also 
available with a high-melting, heat-resisting adhesive back for use 
with blue print and ozalid-type machines. Ask for Craftint Thermo 


7 
FREE crattint’s Brand New, Shading Mediums Mal Craftint MANUFACTURING CO. 
Catalogue #4... featuring the world’s most com- NEW YORK e CLEVELAND e CHICAGO 
pleie line of shading mediums! Main Office: 1615 Collamer Ave., Cleveland 10, O 
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You Il have 
designs on 


PARCHKIN 


ART PARCHMENT 


ee 
Simple or complex patterns, a sheer 
translucency to give useful see- 
through, and the feel of fine parchment 
... these qualities make Parchkin 
Motif Art Parchment ideal for direct 
mail use and magazine inserts. 
Customers have complete freedom in 
pattern design... which becomes 
part of the parchment and gives a 
three-dimensional illusion. It can be 
made in varying weight ranges and 
paste! shades. And it gives a crisp 
sharpness to printing. 


Send for free information and sample 


“Something Special in Papers” package. 


PATERSON PARCHMENT PAPER CO. 


Bristol, Pennsylvania 


Sales Offices: New York, Chicago 
West Coast Plant: Sunnyvale, California 
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DIRECT MAIL LETTERHEADS AND ENVELOPES MAGAZINE INSERTS PACKAGE INSERTS GREETING CARDS 
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Just Cllutin Us 


Marketing Plan Helps Promotion 


Back in the second world war, some plant managers lost their valuable 
help because the latter weren't always aware that they were engaged in "war 
work." That was because they were making a part or component, and no one had 


taken the trouble to explain to them that the end product would play an im- 
portant role in national defense. 


In the same way, I believe that the new integrated marketing concept which 


has been adopted by so many companies for the purpose of assuring effective 
coordination of all activities looking toward selling and servicing the cus- 


tomer will help sales promotion, if only because its importance in the over-all 
picture will be carefully spelled out. 


One of the weaknesses of the advertising-promotion function as exercised 
over the years has been a lack of understanding of total marketing objectives. 
Talented people produced displays, ads or mailing-pieces, each of which was 


supposed to do a job, but none of which was geared to everything else the com- 
pany was doing marketing-wise. 


The new idea puts the sales promotion man in a highly strategic position. 
Objectives are set up; the relation between advertising, sales promotion, 
chandising and sales is clearly defined; follow-through at all levels of 
distribution and field selling is established by the exercise of proper au- 
thority; and so each item in the complete program, no matter how small, is as- 


Signed a job to do, in relation to what is to be accomplished by the company 
as a whole. 


mer=- 


This kind of coordination is bound to increase understanding and enthu- 
Siasm. It not only makes advertising, sales promotion and merchandising more 
important, but it gives everybody concerned with the exercise of these func- 
tions a sense of accomplishment, the satisfaction of achievement, 


which is 
never possible when planning is done on a piecemeal, 


hit-or-miss basis. 


SBS) 


G. D. Crain Jr. 
Publisher 
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A FEW CENTS EXTRA DOES IT 


Thilco PRINT-DECORATED packaging 
papers ‘snap-up appearances! 


You get an attractive, well dressed salesman 
for practically nothing (1/12¢ for an average 
size package) when you take advantage of 
PRINT-DECORATING on Thilco’s prote: 

live wrappings, bags and box cover papers. 
It's the lowest cost advertising you can buy! 


STRONGER SALES APPEAL—Thilco PRINT- 
DECORATED protective papers add pres- 
tige, signify better product quality, have 
more attractive buy-appeal, provide imme- 
diate identity and advertising value wher- 
ever your products travel. 


DIVERSIFIED APPLICATION — Thilco’s wide 
range of protective papers assure the best for 
specific needs whether they call for water- 
proof protection, prevention of moisture- 
vapor transmission, control of grease and oil 
penetration or, just general decorative pack- 
aging. Thilco papers are specially fibred for 
machine wrapping, bundling, hand wrapping, 
box covering and bag manufacture. 


Get this “Fact File’ 


It tells of sovings made by 
companies such as yours 
Outline your packaging 
procedure and any particu 
lar problems involved) We 
will send somples and 


lustrations in related fields 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


WEW YORK + CHICAGO « DETROIT + MINNEAPOLIS + CINCINNATI 
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@ Legal Problems in Advertising — Part! ............. 


The first of a series of extracts from Kenyon & Eckhardt’s 
guide to staying out of trouble with the law. 


Are Admen Doing Enough in World Politics? ............ 


AR’s Washington correspondent reports on what admen are 
and are not—doing to promote democracy. 


STANLEY E. COHEN 


® Phonograph Records . .. A Powerful Sales Tool ....... 
The first of AR’s series of Advertisers Buying Guides, this 
tells how advertisers are using records, the things to watch 
out for, and gives a list of suppliers. TED SANCHAGRIN 


Meet Freshie, Delco’s Super Salesman . 


An ingratiating cartoon character 


ot fe © @ 6 4 


has added life to the 
promotion of a rather unromantic commodity. 


Simulated Flights Stimulate Sales ...............+4+- 


To display a set of flight instruments, Chicago Aerial In- 
dustries installed a mock-up cockpit in its booth. 


Miami’s Permanent Building Exhibit . .. . 


A look at the newest of the permanent displays of building 
products and at some of its exhibits. 


What You Should Know about Electronic Color Engraving . . 
An authoritative report on this rapidly-developing tech- 
nique, and at what lies in the immediate future. J. A. Hyatt 


A Paper that Does Good ..... 


To produce printing under tropical, humid conditions is a 
challenge, and demands a special paper. Betty AULENBACH 
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How to Run a Contest with Eleven Co-Sponsors .......... 


To encourage the use of foil, Kaiser sponsored a barbecue 
contest for men, and to encourage the promotion of the 
contest, got 10 partners to join in. Ep SAcHs 
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OF CONTENTS 


How a Premium Sold Premium Beer 
To build sales, Amstel Brewery, in the Netherlands, made 
a premium offer whose results astounded even its sponsors. 


Bette Macon 


To Sell it, Give it Away! 
The movie theaters of Detroit decided that their empty 
seats could be used to bring back patrons. 
HAVILAND F. ReEveEs 


The Birth of a New Package 


A package is an important element of the success of a new 
product, especially a cigaret. Here’s how Belair was born. 


A Local Sign Program with National Impact 


How an insurance company got continuity in its national 
advertising, and yet retained flexibility and local option. 


Why to Automate a List 


A publisher of business magazines has found that he has 
cut costs and increased the value of his circulation lists by 
adopting modern methods of handling. Puit Hirscu 


Meet Baskerville 
A typographic expert gives the background and history of 
this standard type, and tells how to use it. G. H. Perry 


21 Ways to Cut Your Typography Bills 
A convenient reminder of the fact that the size of your 
composition bill depends a great deal on yourself. 


W@ Articles for your Adman’s Handbook 
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43 Buyers Guide & 
& Views! Aid 31 Advertisers’ Index 
Books for Admen 
Advertising 99 Comina Convention 
+ & Typoaraphy 105 Competitions to Enter 
: The Edit r's Notebook 
Labe ng 86 Film Review 
How | Solved It 
77 | jea A bum 
Information Wanted 
Just Between U 
59 Next Month in AR 
Promotion Almanac 
5 Readers Write 
93 AR Reprints 


VOLUME 8, NUMBER 2 


METAL SIGNS 


pe FON! 


NEW...BIG 
BRILLIANT... 


18-PAGE 
CATALOG 
».- in COLOR AND 
BLACK and WHITE 


navertiZing “ti 


Greece Sau & ra G 


.. JUST OFF THE PRESS 


LOADED WITH ALL TYPES 
0F METAL SIGNS 


e HIGHWAY 

© POINT-OF-PURCHASE 
eo REFLECTORIZED 

e TRUCK 


A GUIDEBOOK TO AID YOU IN 
PLANNING YOUR COMPLETE 
SIGN PROGRAM! 


send for your copy now! 


GRACE SIGN & MFG. CO. 
3601 S$. SECOND ST. 
ST. LOUIS 18, MO. 


Send me FREE your New 
18-Page catalog showing Metal 
Signs in ACTION! 
EE 
FRU satire 
a 


ADDRESS —_______ 
CITY 


sovas\ GRACE 


plat SIGN & MFG. 
EXPERIENCE“ 4401 5. SECOND STREET 
ST. LOUIS 18...MO. 
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Personalize your sales literature 
catalogs, price lists, presentations 
with attractively printed front cover 
designs. Accopress® binders will be 
printed to order—artistically, inex- 
pensively, in colors and/or embossed. 
Presentation covers also available 
with die-cut panel and acetate 
window. 


New instant binder for sales presen- 
tations, photos, catalog sheets, work 
sheets. Grips at a touch of the finger! 
No marring. Of firm genuine press- 
board, Accogrip* stands up in use, 
stays bright and new-looking for 
years. Red, black, grey, green or 
blue. Letter, legal or special sizes. 


WRegistered Trade Mark 
*TM pending 


For more ideas on up-to-date filing 
and presentation aids, ask for Acco’s 
new booklet “Ideas That Save Time 
and Space” —free at better office out- 
fitters, or write 


ACCO PRODUCTS 
A DIVISION oF NATSER CoRPORATION 
Ogdensburg, N. Y. 


In Canada: Acco Canadian Co., 


Ltd., Toronto 
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The Editors 


Time to Take Stock... 


What is AR’s Pur- 
pose? Who Reads It? 
And Why? 


What is ADVERTISING REQUIRE- 
MENTS? For whom is it edited? Who 


> 


reads it? What role does it play, or 
should it play, in the advertising 
industry? How can it play this role 
more effectively? 

These are good questions, and this 
is a good time to ask them and for 
us to try to put down some answers. 

It's a good time to take stock, 
and to see where we are and where 
we are going. We owe this much to 
you, our whom it is 
edited, and without whom this mag- 


readers, fo1 


azine could not be published. It is 
a responsibility which we do not 
take lightly, for we are constantly 
impressed with the loyalty of ow 
readers, as well as with their faith 
and their reliance in what we send 
them each month 


> Seven years ago, in our very first 
issue, our publisher, G. D. Crain Jr., 
outlined our objectives: “We aim 
to give you here a down-to-earth 
book, filled with material you can 
apply directly to your work, today 
or tomorrow. We will steer clear 
of the theoretical and the discursive. 
Instead, we shall bring you how-to- 
do-it information and 
product and 
ments, In 


important 
develop- 
easy -to-get-at 


technique 
simple, 
style.” 

These objectives are as valid to- 
day as they were in 1953. But the 
ways of achieving these objectives 
have changed—and they will con- 
tinue to change. There would be 
something wrong with us if we 
weren't constantly looking for new 
and better ways of bringing you the 
information you need. 

In addition to that, the fields we 
cover are changing. This is one of 
the constant challenges that help 
keep us on our toes. 

Display typefaces in this issue 
31——Tempo Black Italic; 43 


Medium; 77 
Heavy Condensed; 99 
109—Bodoni Black 


Karnak 


Garamond Bold; 83—-Dom Casual; 
Intermediate; 


> We call ourselves “The Work- 
book of Advertising and Sales Pro- 
motion” and that means that we 
are interested in anything that helps 
the advertising manager and the 
sales promotion manager, and those 
who work with him, to do a better 
job, to achieve greater effectiveness 
with their time and their money. 

In today’s marketing picture, all 
of the advertising media have a 
role. No longer can an adman con- 
fine his thinking to print advertis- 
ing or broadcast advertising, allow- 
ing others to tag along with the so- 
called unmeasured media. He must 
concern himself with direct mail 
and point-of-purchase, with special- 
ties and premiums, with audio- 
visual aids and trade show exhibits, 
with window displays and_ pack- 
aging. It is he who must apportion 
the budget, decide which part of the 
advertising message should be car- 
ried in which medium, select the 
specific form and the suppliers to 
be used. 

This is not an easy task, for each 
of these areas is complex enough to 
require the complete attention of a 
specialist. And obviously, no man 
can be a specialist in all these fields. 
This, we feel, is where we come in 


> We do not pretend to have all the 
answers to all the questions. We 
cannot, in a single article or in a 
series of articles, tell any reader 
how to do his job, step by step. But 
we can, and we believe this is what 
we have been doing, point out the 
factors that are important when you 
are faced with a problem, the things 
you should consider and take into 
account before you make up your 
mind. We can, in effect, make you 
a smarter buyer of the things you 
need. 

We can bring you stories of how 


23—Karnak Intermediate; 25—Hellenic Wide 


Brush, Futura Bold Condensed & logotype; 51—Karnak 
Black Condensed; 55, 59——Craw Clarendon; 64 


-Steel Bold Condensed; 72—Radiant 
86—Tempo Bold; 93—Tempo 
105—Tempo Heavy & Baskerville; 





For expert printing results it 3485 2 Adv 
, having less than the desired design thickness 
..an @xecutive responsible fc ng the best 
rs constantly ssfeguard weight 


ji, by governi 
the inflow slush pulp onto 


ire, by checki: 
an electric canner, and, witn .uie Betameter 


MUSIC PUBLISHERS is pleased to announce pub- 
across the web of paper on the mach DJ VISION 


leading merchants + 


does print 
alone tell 


the whole 
story’? 


NOT BY A LONG SHOT! 


Composition and expression of ideas are equally important 
in telling your story, and experienced printers and production 
men agree that the paper on which you print your message 
plays a vital role toward catching the reader's eye and holding 
it. Fraser’s Fra-Opaque has been a favorite of printers and 
production men for years—for this very reason. An economy 
paper of light weight, Fra-Opaque has inherent strength, 
high opacity and striking brightness ...a paper guaranteeing 
the best professional results in all print production. Stocked 
and sold by leading Merchants. 

Write to Fraser at 420 Lexington Avenue, New York, N. Y., 
for a free Fra-Opaque sample book. 


Mills: 


Madawaska, Maine FRASER PAPER 
Sales Offices: LIMITED 


New York 
Chicago 





GOES brings you the 
most complete line of — 


BORDERED BLANKS 
CERTIFICATES 
WARRANTY FORMS 
INSTRUCTION FORMS 
MEMBERSHIP BLANKS 
AWARD BLANKS 


All done in striking .. . original 


designs ... executed in one, two 
or three colors... by craftsmen 


proud of their skills. 


All Ready For Your Over 
Print . . . Ready for you to 
show and sell Ready to 
add to your PROFIT... 


Goes Bordered Blanks and 
certificate samples are yours... 
for the asking. 


GOES means BUSINESS 


WE’LL PUT COLOR 
IN YOUR 
Point of Purchase Displays 


. Covers . . . Promotions 


Use GOES $1,000,000.00 
library of 
ART + PLATES + ORIGINALS 


CHILDREN + GIRLS » OUTDOORS 
SCENICS + SPORTS + ANIMALS 


They are available to you in 
the popular priced line of full 
color TRUCOLOR prints — 
sizes 3” x 4” to 22” x 28”. 
YES ... Samples are available 
now ... send your request on 
your letterhead. 


Goes 


LITHOGRAPHING CO. 
42 W. 61st St. + Chicago 21, Ill. 
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other advertising and sales promo- 
tion managers have solved their 
problems, outlining in detail the 
factors that made successful cam- 
paigns successful. We can give you 
case histories, packed with ideas 
which you can adapt to your own 
situation, or which will start you off 
on an idea-building chain of you 
own. 

And finally, we can search the 
markets for new suppliers and new 
services, to keep you aware of what 
is available and what might be the 
missing element in that program 
you are planning 


> All of this is designed to make 
your job easier and more produc- 
tive. It is aimed directly at the man 
who must make the decisions on 
spending the greater part of the ad- 
vertising dollar, whether he is on 
the staff of the advertiser or of the 
agency 

We are proud of this record, and 
we hereby go on record as pledging 
to maintain and improve it. May 
we continue to have your help? We 
need your suggestions for areas to 
be covered, your comments on what 
we publish, your cooperation § in 
bringing to all of us good, detailed, 
down-to-earth case histories. To- 
gether, we can make these columns 
the most useful tool for you—our 


reade1 


S.0.S. from London .. The British 
Assn. of Industrial Editors would 
like to have a display of U.S. ex- 
ternal publications at its next meet- 
ing. A letter from John W. Hazzle- 
wood, Edward Mortimer Ltd., 12 
Thayer St., London W. 1, England, 
on behalf of the association, asks 
that individual copies be sent di- 
rectly to him. 


What Else? . . CandyGram, that 
new service which permits send- 
ing candy by wire, spent three 
months searching for a new adver- 
tising agency. The nod went to 
Young & Rubicam’s Chicago office. 
And how did Y&R get word of its 
appointment? By CandyGram, of 
course. Sweet news! 


Color Trends . . Many readers 
will recall the interesting report on 
color trends published in the April 
AR. Included was a special insert 
showing the most popular colors of 
the day, prepared for AR by The 
California Ink Co., which has spon- 
sors a continuing study of color 
sored a continuing study of color 
preferences. 

CalInk has just brought out the 
latest of its semi-annual Colortrend 
reports, which shows, in consider- 
able detail, the shifting tastes of 


Americans when it comes to colors. 
Some of the highlights: 


@ Yellows are down in popularity. 


e Turquoise and pink are still very 
popular but are over the popularity 
hump. 


@ Blues, greige and corals are mov- 
ing up rapidly in popularity. 


And if you, like us, aren’t ac- 
quainted with that word, “greige,” 
the report explains, “A new word 
to many, ‘greige’ comes from the 
French word grége, meaning raw 
unbleached fabrics. This connota- 
tion would include grays, gray- 
beige, sandy-beige, and off-whites 
of low color values.” 

We might add that the new Color- 
trend report is one of the most 
spectacular promotion pieces we've 
ever seen. It contains 89 separate 
color chips, showing how 60 of 
America’s leading colors have risen 
or fallen in public favor since 1956; 
the top 20 colors of the day, six 
typical colors on the upward trend 
in 1959, and the number one color 
in each of the past three years. 

Copies of the Colortrend reports 
are for sale and should prove a 
valuable reference source for many 
AR readers. You can get full details 
from ad manager Randell Cook at 
The California Ink Co., 545 San- 
some St., San Francisco 11. 


How Prescient Can You Get?.. 
Editors get used to reading speeches 
in advance. It is now the standard 
practice to have a man’s talk 
mimeographed and made available 
at least the day of the meeting, and 
often a week or more earlier. 

This advance copy serves a num- 
ber of useful purposes. It helps the 
editor give more up-to-date cover- 
age to the speech, helps him decide 
early how much space or time the 
meeting is worth, and makes sure 
that he doesn’t have to rely on 
hasty notes. Having a copy, he can 
concentrate on the discussion pe- 
riod, watch for changes, or be, in 
effect, in two places at once. 

But the extreme in advance cov- 
erage came a month or two ago. A 
release arrived on November 2, 
headed “For Release, Friday, No- 
vember 6.” Above the title of the 
speech was this note, in parentheses: 
(Summary of extemporaneous re- 
marks by Walter G. Barlow, execu- 
tive vice president, Opinion Re- 
search Corporation, before Eastern 
Regional Meeting of the American 
Association of Advertising Agencies 
to be held November 5, 1959.) 

We knew that research was ad- 
vancing by leaps and bounds, but 
we had no idea that it had reached 
this stage of prediction! 44 





OU 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Paper Stacking Simplified 
With Paper Clip Idea 


Ordinary paper clips used to link 
rubber bands together simplify the 
task of carrying, storing or stack- 
ing many sheets of letter paper. 
Ordinary rubber bands are not long 
enough to be stretched around let- 
ter size paper without badly flexing 
it. 

With the paper clip idea, using 
several rubber bands linked to- 
gether by the clips, the sheets can 
be held in a small stack without 
buckling. If the stack is especially 
heavy, it might be best to protect 
the sheets, top and bottom, with 
stiff cardboard. 

GLEN F. STILLWELL 
Manhattan Beach, Cal. 


Smaller Photos With 
Publicity Mailings 


While 8x10 photos are a must for 
many items, for head and shoulders 
we have found that a 34x44 print 
on glossy stock will give just as 
good results at a fraction of the 
cost. 

Most press releases accompanied 
by a portrait are mailed in No. 10 
envelopes and the photo is slipped 
in with the release where it can’t 
be missed. A problem developed in 
sending out thicker materials such 


as a speech text and a release 


which must go in a 9x12 envelope. 
If the photo is just dropped into 
the envelope, it will too often go 
unnoticed. 

Solution of the problem was to 
tip the photo lightly with a rub- 
ber cement and attach it to the 
upper right hand corner of the 
speech text. Identification is pre- 
stamped on the back of the print, 
the light rubber cement holds the 
photo in prominent position in 
transist and still permits easy re- 
moval by the recipient. 

JOE SCHOLNICK 

Director of Public Relations, 

Brown-Forman Distillers Corp., 

Louisville, Ky. 


Pads Sent to the 
Prospects’ Home 


A client of ours recently took on 
a line of quality papers. There are 
several other paper jobbers in the 
area who handle this same line and 
thus our client had to introduce 
this new line vigorously yet dis- 
creetly. 

We first suggested that scratch 
pads should be given to all the pa- 
per buyers and all of the printers 
in the Delaware Valley area, but 
we soon came to the conclusion 
that printing buyers and printers 
have more than enough scratch 
pads to satisfy their demands. On 
observation, however, we found that 
in their own homes there were 
very few scratch pads. It was the 
same old story of the shoemaker 
whose children went shoeless be- 
cause he was too busy making shoes 
for other people. 

We suggested to our clients that 
scratch pads in pink, a woman’s 
color, be made up so that the buyers 
and printers would take them home 
to their wives. We obtained pink 
ball point pens and decided to put 
together a kit. Someone in our 
client’s organization suggested that 


We are constantly amazed at the 
“taken-for-granted” attitude toward 
envelope waste by most office people. 
They seem to think that stuck flaps 
and windows... insertion snags and 
jam-ups...and postage meter foul- 
ups are a matter of course. 


They're not! Practically all of these 
wastes and costly delays can be elimi- 
nated. 


Tension Envelopes are designed and 
constructed for efficient, trouble-free 
performance of their job. Why not test 
Tension and prove it? Just send the 
coupon below for envelope samples. 
Use them and see why there’s no need 
to pay for envelope waste! 


TENSION ENVELOPE CORP. 
815 East 19th Street 
Kansas City 8, Missouri 


Kansas City e Ft. Worth e Des Moines 
Minneapolis e St. Louis e So. Hackensack 


NSIO 

ae 

on 
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Please send me Envelope idea Kit #2. 


Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Mo. 


isin 


OT ceisensnittieacstpenantins 


Address 


See EE 
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NEE] “Chis is 


Specialty 
NEN! Adavertising 


INEKel One of the most complicated of adver- 


tising media is explained clearly in the 


next issue of AR’s Advertisers Buying 
ENEMA °::: 


Shooting in a Supermarket 


How “TV Guide” prec 
duced a 15-minute sales 
film, in full sound and 
color, and did it in just 22 
days 


A Can-Can Campaign 


An integrated campaign 
for a Texas brewery used 
p.O.p., space and posters 
to boost sales 


A Mine at a Trade Show 


How US. Steel took visi- 
tors to its booth for a ride 
in a mine without ever 
leaving the floor. 


Let Tags Do the Job 


In today’s self-service 
pattern, tags are called 
upon to do more of the 
selling job, as these ex- 
amples well illustrate. 


SRSA REESE KERR ERSTE ER ETERS RETR ERE eee eee eee 
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when the printing buyer or the 
buyer of paper took these scratch 
pads home, there should also be 
some for the children and these were 
made up in a different color. 

The kit was given away and the 
scratch pads were banded with im- 
prints so that everyone at home 
knew the brand and the source of 
the paper. 

Now when a printing or paper 
buyer gets a message or a shopping 
list from his wife he is handling a 
sample of paper distributed by our 
client. He is exposed to the quality, 
color, feel and crackle of the paper 
perhaps a dozen times each week 
and he becomes conscious of it and 
eventually specifies it for different 
jobs. 

W. H. Warr 


Radnor, Pa. 


Rubber Cement Thinner 
Container Improvised 


When working with rubber ce- 
ment, it is often necessary to shift 
or change one or more of the ele- 
ments that have been pasted down. 
If the rubber cement has already 
dried to form a permanent bond it 
is necessary to apply some rubber 
cement thinner to loosen it. 

Pouring the rubber cement thin- 
ner from any of the regular con- 
tainers (bottles or cans), is a pretty 
messy procedure. Usually a_ lot 
more thinner comes pouring out 
than the amount you want. 

A perfect thinner dispenser can 
be made in a jiffy from an empty 
lighter fluid can of the type with 
a plastic spout. Simply pry off the 
plastic spout, fill with thinner, re- 
place spout and you're ready for 
business. Stick a label on the can 
so you don’t confuse it with your 
lighter fluid. 

Leo LESLIE 

Advertising Manager, Wellco 

Shoe Corp., Waynesville, N. C. 


Last Minute Fill-Ins 
Eased With Frisket Paper 


Putting together a monthly fold- 
er that requires tight illustration 
and last-minute fill-ins was difficult 
until I discovered how well frisket 
paper works. 

The transparency of a good sheet 
lets you see just how much and 
what shape space you have to work 
in. By laying the frisket on the 
paste-up it is simple to draw the 
picture needed. Then, cutting and 
peeling it from its backing, just lay 
it where you want it and press it 
in place. There’s no difficult cutting 





involved, no rubber cement to clean 
up afterwards. 

A good frisket sheet accepts India 
ink and touch-up paint well and 
makes a fine transparent tack-on 
when printed. 

It also gives you an opportunity 
for trial and error in altering art- 
work without damaging it. If you 
don’t like your first attempt just 
peel it off and start over. 

Frisket also works and holds well 
on acetate and photographs. 

VERNON L. Kissic 

Sales Promotion Manager, Helms 

Bakeries, Los Angeles 


Eliminates Daily Typing 
in Addressing Job 


Though we're not a large organ- 
ization, each day we mail to our 
traveling representatives and sev- 
eral distant offices. 

Formerly, envelopes for each 
were laboriously typed every day. 
Now we use an Elliott stencil for 
each name to imprint enough to last 
for 30 to 60 days, typing only those 
necessary to reach the men on the 
move. 

This eliminates a daily typing job 
and saves valuable time for more 
productive activities. 

Ep Warp 

Whittier, Cal. 


New Wrap For Insert 
Gives Variety In Color 


A short run insert on a midget 
budget had me worried as to how I 
could get across the many colors 
available in neon tubing. 

I solved the problem most suc- 
cessfully by running the insert in 
a single color and binding it with a 
box-paper wrap-around like a book 
jacket using 2” fold overs. 

The cover was left unprinted, but 
the wrap-around was silk screened 
in an opaque white ink — in stencil 
type with an over-all step-and- 
repeat of the words “Neon Elec- 
trodes.” The box-paper I used for 
the wraparound came in a spectrum 
pattern showing red, yellow and 
blue with intermediate shadings. 

This gave me exactly the effect 
needed, and at a very low unit cost. 
Incidentally, this is not the first time 
I have found box and novelty pa- 
pers used in this manner can give 
a most unusual color or textural 
effect at a surprisingly low cost... 
especially on short runs. 

W. L. BartLetrr 

Brooklyn 


ORDINARY SHEET —— —— — SHEET PROTECTORS 
PROTECTORS : > . 


OF “MYLAR 


Sheet protectors of MYLAR’ 
reduce bulk 35%... 
cut replacement costs 


You get up to 35°, more sheets in a ring binder by using 
sheet protectors of tough, thin Du Pont ‘“‘Mylar’’* poly- 
ester film. Salesmen have less bulk and weight to carry 

. less filing space is required. 

Sheet protectors of ‘““Mylar’’ are tough, long-lasting. 
*‘Pull-out”’ problems at the ring holes are eliminated . . . 
replacement costs are cut . . . sparkling-clear ‘‘Mylar”’ 
won’t yellow or become brittle with age. 

Ask your supplier today for sheet protectors made with 
*“Mylar’’! For information on other stationery items made 
with “‘Mylar’’, write Du Pont, Film Dept., Room AR-2, 
Wilmington 98, Delaware. 


®@ REINFORCED SHEETS ® CARBON RIBBON 
® INDEX-CARD HOLDERS ® LAMINATE FILM 


***Mylar” is Du Pont’s registered trademark for its polyester film. Du Pont 
manufactures the base material **Mylar’’—not finished sheet protectors, 


QU POND DU PONT 


BETTER THINGS FOR BETTER LIVING POLYESTER FILM 


THROUGH CHEMISTRY 
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TIPS ON COLOR STATS 


Progressive Color Stats are 
highly faithful facsimiles of 
any color copy (transparency, 
photographic print, oil, water 
color, etc.) in any quantity and 
any size up to 16” x 20” 
Produced with speed and 
economy. Used for displays, 
sales portfolios, layouts, etc 
Tips On Color Stats gives you 
full information Free upon 


request. Write 


PROGRESSIVE Composition Co 
9th and Sansom Sts., Phila. 7 WAInut 2-2711 


9%, 


iets 
( 
The PROGRESS « HANSON + PROGRESSIVE 


Philadelphia - New York - Newark - Lancaster 
Wilmington - Baltimore - Washington - Richmond 


TO aL 


NEW LOW COST 
POINT-OF-SALE MATERIAL 


PRODUCED ON ACETATE WITH PRES- 
SURE-SENSITIVE ADHESIVE BACKING 


Available transparent or opaque. Easy to 
apply, no preparation, goes on with a 
flick of the finger. Easily removed after 
serving its purpose, eliminating dealer 
resistance to use of such display material. 


THE NEW EASY WAY TO 
PROMOTE AND PUBLICIZE 


+ DOOR & WINDOW SIGNS, STREAMERS 
+ VENDOR & DISPENSER SIGNS 
* COOLER & CABINET SIGNS 
« MIRROR & BACKBAR SIGNS, STREAMERS 
+ SHELF & DISPLAY STAND STRIPS, STREAMERS 
Write for comprehensive 
fact sheet and samples 
Also get FREE copy of 48 
page full color “IDEAS 
IN ACTION,” crammed 
with illustrations and 
case histories—newest 


data on telling and selling 
with labels and tags 


allen hollander 
company, inc. 
385 Gerard Avenue, New York 51, N.Y 
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Checklist Reprint 


® We would appreciate obtaining 
permission from you to reprint your 
excellent checklist for shows and 
exhibits (AR, August). We would 
send it to members of A.N.A. who 
are interested in this area. 
AtvIn A. DANN 

Director of Press Relations, Assn. 

of Natl. Advertisers, New York 
(Permission is granted, provided 
you indicate, as we did, that the ma- 
terial originated with Manpower 
Inc. By the way, for others who 
would like reprints, it is now avail- 
able at 25¢ each from AR’s Reprint 
Editor. Ask for Reprint #280 
Ed.) 


Likes Drum-Beating 


@ Sam Karr’s article “How to Beat 
Your Own Drum” in your Decem- 
ber issue is superb. 

Let everyone, directly or indirect- 
ly connected with the PR racket, 
read, remark, learn and inwardly 
digest 

Atrrep B. McCreary 

Vice-president, Staples Advertis- 

ing Inc., Louisville, Ky. 


New and Unthought-of 


e Just a word of thanks for the 
check in payment for the “How I 
Solved it” article in September AR. 
I get a great deal of practical help 
from this column—and I am not, re- 
ferring to dollars. You’d be sur- 
prised how some of the simplest 
ideas, things that the suggester has 
probably been doing for years, are 
new and unthought-of to lots: of us. 

CATHERINE M. Marriott 

Philadelphia 


Shares Sales Helps 


@ Permission is requested to re- 
print the feature: “Do Your Sales 
Helps Really Help?” (AR, No- 


vember). 


We would like to bring this article 
to the attention of some of our con- 
tacts who are not as fortunate as we 
are to have a subscription to your 
fine magazine. 

A prompt reply would be appre- 
ciated. 

JOHN J. GALVIN JR 

New England Imprinting Co., 
Boston 


(Prompt permission granted 


Ed.) 


Who’s on Second? 


@e Breathes there an art director 
who can resist “We did it first?” . . 
Not this one anyway! See enclosed 
March ’59 spread in Brake And 
Front End Service for H. Krasne 
Mfg. Co. as related to your editorial 
cartoon (see p. 96, AR, Dec. 1959). 
One of the “two minds, etc.” 
Wo. E. MitcuHet Jr. 
Mann Advertising Co., Los 
Angeles 


EC. 
YZ 


it takes 


a nut 


to make a 


premium 


brake ve 3" a 


lining 


tS 


ove 
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About Our Index 


@ We have the complete file of is- 
sues for the last four years and 
would like to secure a complete in- 
dex file for the years 1955 through 
1959. 

Are they available? How much 
do they cost? How are they sup- 
plied? How complete is this index 
in relationship to all the articles 
carried? 

JOHN MILLER 

John Miller Advertising agency, 

Norristown, Pa. 


(By now you have probably seen 





WAIT A MINUTE! LET ME 
CHECK THESE SIZES WITH MY 
HAMMERMILL MERCHANT 


You know paper. But when you're planning a job it 
never hurts to double-check your own recommendations 
with another paper expert. That’s easy to do with your 
Hammermill Merchant. 
Whenever you have a question, call him. He may be able 
to make a suggestion that can help you do the job even 
better. And when you let him in on the start of a job, Ul 
you're sure he'll have the right paper for you when you are ll 
ready to go to press. 
Let your Hammermill Merchant help you. 


Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 
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Remember. you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Vewa-cio 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR Co. 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors + bulletin colors 
coated fabrics + water colors * qwik-spray colors 


Here's Your Source 


Clock Movements 
For INDOOR SIGNS 


For signs with clocks in quantities to bak 
eries, dairies, breweries, beverage compa- 
nies, ice cream and other manufacturers 
that sell through dealers Point of sale 
signs with CLOCKS are ilways popular 
ind are big traftic builders 

You produce the signs out of any suitable 
naterial and easily install the self-starting 
LANSHIRE clock fitups. Get into this vol 
ume business! Lanshire precision fitups are 
ready to mount. Completely enclosed units 
that require no attention, 110 Y 60 ¢ 
Af Also other models. 1 year factory 
guarantee. U/L approved 


Send for Technical Specifications and 
Prices 


) 
deni. 


CLOCK & INSTRUMENT CORP. 


America's Oldest Producers of 
Electric Clock Movements Exclusively 


7548-58 S$. Loomis Bivd. 
CHICAGO 20 Phone AB 4-5800 
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our Jan. ’60 issue which carries an 
index listing all feature material 
published in AR during 1959. Each 
article is listed under every cate- 
gory pertaming to ius subject ma- 
terial it's completely complete 


. « a) 


Value Received 


e I would like to say that although 
I have just started to receive your 
magazine (August is the first issue 
except for a sample copy), I believe 
I have already received more value 
than my entire three year subscrip- 
tion. Since I have 35 more issues 
coming, I expect to be well re- 
warded. I just wish I had heard of 
your magazine years ago. 
Howarp O. ScHMIDT 
Rutward Inc., Columbia Station, 
Ohio 


(Welcome to the family of AR read- 


ers. We hope you will continue to 
be as well satisfied . . . Ed.) 


& 


EL | 


orone 


The following letters have been se- 
lected AR’s 
cases, we have been able to supply 
the desired 


from mail. In most 


information from our 


growing files. However, so many 


mew companies are entering the 


field—almost every day, it seems 

that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 


quests Ed. 


Light Boxes 


e Will you please send us a list of 
concerns that manufacture light 
boxes for display transparencies? 
JAacK EDMONDSON 
Sales Manager, Don Sieburg & 
Co. Inc., New London, N. H. 


Dark Field Photos 


e I am interested in obtaining dark 
field microscopic photographs of 
microorganisms, to be used as a 
background in a cover design we 
are planning for a new general cat- 


alog of laboratory apparatus. Are 
there any government agencies, li- 
braries, stock photo companies and 
industrial organizations which may 
have extensive collections of such 
photos? 
STANLEY FREY 
Advertising Manager, New 
Brunswick Scientific Co., New 
Brunswick, N. J. 


(A list of stock photo sources and 
two government agencies sent Mr. 


Frey ... Ed.) 


Snowballs in Summer 


® We are interested in a source of 
actual snowballs to be used in con- 
junction with a summer direct mail 
program. Can you send us this in- 
formation? 
Ray SANDS 
Manager, Advertising Sales Pro- 
motion, Carleton-Stuart Corp., 
New York 


(We have always found the Natl. 
Assn. of Ice Industries, 810 18th St. 
NW, Washington 6, to be very help- 
ful in locating local sources. Of 
course, if you plan your promotion 
ahead, you can always rent a cold 


storage room in February . . . Ed.) 


Funny Film on Selling 


e A continuing program of sales 
meetings for a client of ours has us 
looking for selected, humorous films 
to help break up the serious day- 
long discussions. Can you 
please advise us of films and/or 
sources. 

An example of the kind of film 
I have reference to would be the 
Fortune-sponsored film, “The 


sales 


Salesman.” 
E. F. TrIvey 


(We knew of one other film, but 
there must be more. Any of our 


readers have suggestions? Ed.) 


Time & Temperature 


@ We are in urgent need of a man- 
ufacturer who can supply a plastic 
“clock-temperature” sign. This is 
the type where the temperature and 
time flash alternately every 30 sec- 
onds. We would wish to purchase 
such a sign outright rather than 

use it under a rental agreement. 
Dick Brown 

Advertising, Laurinburg, N. C. 


(Names of five manufacturers sent 


out... Ed.) 





Supermarket 
Camvestindee S election 


All meetings listed here are annual 
conventions, unless otherwise described. 


FEBRUARY 


len . VMotion Picture V orkshop, The 


Calvin Co., Kansas City, Mo. AMERICA’S COMPLETE 
1-5... Gifts & Fancy Foods Fair. Swan CUSTOM BINDER LINE 
Harrogate, England 

2-4 ... Society of Plastics Industry Rein 


’ 
forced Plastics Div... Edgewater Beach, 4) aa INSTRUCTION 
Chicago % CS LOC 


4-5 ° Flexographic Technical {ssn e 
Palmer House, Chicago. 


5... Mid-Winter Conference, Advertising 


Federation ot America, Statler-Hilton, 
Washington 


7-14 ... Chicago Gift Show, LaSalle & 
Palmer House 


21-25 . American Paper & Pulp Assn.. 
Waldorf-Astoria. New York 


21-26 . Gitt Show, Trade Show Bldg 
New York 


22-25 Display Market Week .. . Natl 
Display Equipment Assn., London 


24-26 ... Marketing Conference, Ameri 
can Management {ssn.. Roosevelt. New 


York 


mene One call from your Heinn salesman, and you’ll see 
a lis ed ee the widest selection of styles, colors, sizes, materials 
ssceiiiaind: Wines aii and finishes available today. Whether you buy the 
a Bie ae best or buy on budget, Heinn designs binders uniquely 
Palmer House, Chicage tailored to your sales needs. Heinn helps you create 
3-7 Silt Canc Gusts a lasting good impression on your prospects, helps 
rad Hilton, Chicago organize your sales binders and catalogs for peak 


6-9 Vational Elect n Asst sales-clinching efficiency. 
Ambassador, Los Angeles 


8-9 Parjusine ton of Conate. ut CHOOSE CUSTOM BINDERS IN... 


onto LEATHER 
6-10 «National Business Puications BUCKRAM 


Boca Raton 


20-24 ‘ ssn. Of Radio VINYL 


Tele stor roadcasters Chateau Fron 


tenae Ouebhes er HEINNCO 

20-25 . American Society of Photo i 

grammetry, Shoreham, Washington CLIP AND MAIL Yes, we're interested in Heinn's special services and 
fast production. Send information on: 

21-25 Master Photo Dealers & Fin THIS COUPON: P Probable 


Quantities 
sher {ssn.. Kiel Auditorium, St. Louis ‘ 
Mo. [] SALESMEN'S BINDERS 


The ‘ " 
‘ 1 — ~] DEALER BINDERS 
22-23 Folding Paper Box Assn. o ———« L UAL COVERS 
{mer i Ambassador. Los Anveles [_] MAN 
if [] HEINN INDEXES 
27-30 National Pape r Trade {ssn | 
Ine The Waldorf-Astoria, New York NAME 

28-30 fdvertising Essentials and COMPANY TITLE 


National Sales lids Shou {dvertising Seles 2 
Trades Institute. Biltmore, New York eee, ene 
326 West Florida Street ADDRESS 


APRIL ae Milwaukee 4, Wisconsin CITY, STATE 


4-7 Vatl. Premium Exposition, Pre 


FIRM 
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MERCHANDISING AND MARKETING 
EXECUTIVES SEEKING SOLUTIONS 
FOR PROBLEMS OF THE SIXTIES 


should attend 
27th annual 


National Promium 
Buyors E xposition 


the hub of the premium an 
entive merchandising ndustry 


April 4-5-6-7, 1960 
NAVY PIER @ CHICAGO 


AT NPBE, you find practical-idea men of the 
great premium industry men of experi- 
ence who have helped others solve tough 
marketing and merchandising problems. Here 
ere men with records of success . . . men with 
ideas, who can help you get merchandising 
programs underway, and aid your company in 
getting a head start in the new decade of the 


60's. It will pay you to talk with these men. 


Just ONE new idea will more than pay for 


your time in attending. 


A. B. COFFMAN ASSOCIATES 


Exposition Managers 
28 East Jackson Bivd. 


Chicago 4, Illinois 
Phone WeEbster 9-0980 


under the auspices of the 


DO YOU WANT TO 
SAVE : 
MONEY? 


Write today 
fora 
copy of 


“COLOR 
MAGIC is 


yours with 


ee tie 


This booklet tells you 
about the new way to buy 
advertising literature 

in four color process 

at amazingly... 


LOW PRICES 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission + Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th - New York, 11 W. 42nd 
Detroit, 19600 W. McNichols . Baltimore, St.Paul & 24th 
Seattie, 322 Colman Bidg. + Portland, 1325 S.W. 13th 
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mium Advertising Assn. of American. Navy 
Pier Chicago 


4-8 National Packaging Exposition, 
Convention Hall, Atlantic City 


13-16 {merican Public Relations 
{ssn Ihe Greenbriet White Sulphur 
Springs W Va 


20-27 


chinery 


Interpack *60, German Ma 
Vanufacturers {ssn Dusseldort 


Germany 


21-23 {re rican {ssn of {ive rtising 


{gencies. Boca Raton, Fla 


22-23 {merican Film Festival Edu 
cational Film Library Assn 


Plaza, New York 


25-27 Spring Technical Conference 
& Exhibition. Inth Assn. of Electrotypers 
& Stereotypers Ine., Sheraton-Gibson, Cin 
ecinati 


Barbizon 


25-27 Sales Promotion Executives 
{ssn.. Astor. New York 


25-28 Lithographers & Printers Natl 
fssn.. Boca Raton Club, Boca Raton, Fla 


27-28 International Advertising Assn 
Roosevelt. New York 


MAY 


1-7 ociety of Motion Pictures and 
Tele on Engineers Ambassador Los 
Anveles 


3-7 {dvertising Services Exhibition 
Exhibition Hall, Harrogate, England 


5-8 National Art Materials Trade 
{ssn.. Edgewater Beach, Chicago 


5-8 Vatl {ssn ot Photo Lithogra- 
phers, Conrad Hilton, Chicago 


7-13 Natl. Conference, The Sociey 
of the Plastics Industry Ine 
Bermuda en route 


Ouee n ot 


8-10 Vagazine Publishers {ssn The 
Greenbrier White Sulphur Springs, W 
Va 


12-13 


Imerican 


Spec al Marketing Conference 
Drake 


Vanagement {ssn 
Chi apo 


15-18 Business Aids Show. Natl. Sales 
Executives, Statler-Hilton, Buffalo. N.Y 


23-25 
Council of the 
Dayton, O 


Research & Engineering 
Graphic {rts, Biltmore 


23-26 Design Engineering Shou 
Coliseum. New York 


29-jJune 1 {dvertising Federation 
ot {merica. Waldorf-Astoria, New York 


and the office equipment show 
at Miami Beach — how was it? 


industrial Picture Awards 
Sponsored hy The FR Corporation, 951 
Brook 11 Veu Y ork a1. Adox Indus- 
trial Awards will be given to black-and 
white pictures (no smaller than 3'4x 
1144") taken during 1959 in line with 
the work of professional photographers 
The back of each entry should have 
entrant’s name, address, camera used 
film, exposure, plus developing data it 
available and the name of entrant’ 
photographic dealer. All pictures — be 
come the property of FR Corp. and 
may be used for reproduction and pro 
motional purposes. (Releases must ly 
available it reque sted ’ Winners will bye 
notified by mail 


Closes Jan. 31, 1960 


NVPA Awards 


Sponsored by Natl. Visual Presentation 
{ssn. & Sales Executives Club. Open to 
all segments of the visual communica 
tions field for the best motion picture, 
filmstrip, and graphics. Categories in 
clude employe training, employe rela 
tions, public relations—educational, sales 
training, sales promotion and_ point-of 
sale. Two awards will be made in each 
of the three categories in each classi 
heation. Entry forms can be obtained 
from Day-of-Visuals Committee, Natl 
Visual Presentation Assn., 19 W. 44th 
St.. New York 36 


Closes Feb. 15, 1960 


Silver Anvil Awards 

Sponsored by the American Public Rela 
tions {ssn. 1010 Vermont Av., NW, 
Washington. Outstanding public relations 
programs of 1959 will be awarded Silver 
Anvils and Certificates of Achievement. 
\ variety of categories are open tor en- 
tries 


Closes March 1, 1960 


Car Card Awards 
Sponsored by Natl {ssn. of Transporta 
tion Advertising Inc.. 10 E. 43rd St 
Veu York 17 Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, advertisers 
throughout the country. Best of monthly 
winners will receive award for the out 
standing car card of the year. 


agencies and 


Closes monthly 


Printing 

Sponsored by Peninsular Paper Co 
Ypsilanti, Mich. Entries may be sub 
mitted by paper merchant or sent to 
Peninsular Contest. P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three 
awards. 


winners will receive 


Closes last day of each month 





COLOR —at life-savi 


THIS BRIGHT SYMBOL is 


seen and 
respe¢ ted at school crossings across 
the land. It’s just another way we 
automatically employ color to help 


make life safer and happier 
Many 


yurchasers of printing are employ- 
I 


advertisers, printers and 


HOWARD PAPER MILLS, INC. 


ing this same sound concept 
printing on pleasantly hued bonds, 
achieving new effects and new ways 


to command attention 


Howarp Bonp in twelve clean, 
pastel colors is perfect for these pur- 


poses Its uses are many 


bu int SS 


work 


forms, inter-office correspondence, 
price lists, to name just three. Its 
quality is constant. Its cost is attrac 


tive to economy-minded users 


Your printer or paper merchant 
will show you Howarp Bonp samples 


in colors——and a new exciting white 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Business Paper’ 
P 


Howard Duplicator * Howard Posting Ledger 





OO 
1@- 
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Printed on Maxwell Offset—Basis 80—Linen Finish 


“Sunday Morning, Point Barrow” is a timely touch of 


Americana by Mario Cooper while on temporary duty with 


Discoveries 1n 
the U. S. Air Force in Alaska. Mr. Cooper, award-win- 


; American Art ning painter, sculptor and illustrator is President of The 


American Water Color Society. Notice how his bleak, but 
subtly hued portrayal lives again in this Maxwell Offset 
reproduction. Then imagine your own color lithography 


on this fine sheet. Specify, insist on Maxwell Offset. 


HOWARD PAPER MILLS, Inc. e Maxwell Paper Company Division e Franklin, Ohio 








MAY, 1960 


May |! 
May Day 
Boys’ Kite Day .. . (Hawaii). 

May 1-31 
White Bread Sales Month . . . sponsored 
by Natl. Bread Sales Months, 111 N. 
Marion St., Oak Park, Ill. 
National Home Improvement Month .. . 
sponsored by NERSICA Ine., 12 E. 41st., 
New York 17 
National Tavern Month . . . sponsored 
by Natl. Licensed Beverage Assn., 420 
Seventh St., Racine, Wis. 
Better Hearing Month . . . sponsored by 
American Hearing Society, 919 18th St., 
NW, Washington 6 
I Scream, You Scream, We All Scream 
for Ice Cream... sponsored by Ameri 
can Dairy Assn., 20 N. Wacker Dr., 
Chicago 6 
National Ornamental Iron Month 
sponsored by Tennessee Fabricating Co., 
1490 Grimes St., Memphis 6, Tenn. 


May 1-7 
National Correct Posture Week 
sponsored by Natl. Chiropractic Assn., 
National Bldg., Webster City, Ia. 
National Raisin Week . . . sponsored by 
California Raisin Advisory Board, P.O. 
Box 1963, Fresno, Cal. 
Be Kind To Animals WV eek - «+ « Spon 
sored by American Humane Assn., 896 
Pennsylvania St., Denver, Colo. 
Goodwill Week... sponsored by Good- 
will Industries of America Inc., 1229 
Twentieth St.,. NW, Washington 6 
Mental Health Week . . . sponsored by 
Natl. Assn. for Mental Health, 10 Co- 
lumbus Circle, New York 19 
National Baby Week—Dry Goods ; 
sponsored by Earnshaw Publications 
Inc., 10 West 31st St., New York 1 
Vational Home Demonstration Week. ee 
sponsored by The Federal Extension 
Service; U. S. Dept. of Agriculture, 
Washington 


May 1-8 
{merican Camp Week . sponsored 
by American Camping Assn., Bradford 
Woods, Martinsville, Ind. 
Vational Family Week . . . sponsored 
by Joint Dept. of Family Life, Natl. 
Council of Churches, 257 Fourth Av., 


New York 10 


May 6 

May Fellowship Day . sponsored by 
United Church Women, 175 Fifth Av., 
New York 10 


May 7-14 
National Frozen Food Week .. . spon- 
sored by Natl. Frozen Food Distributors 
Assn., 60 E. 42nd St., New York 17 


May 8 
Mother’s Day 
mation ) 


. (Presidential Procla- 


May 8-12 
National Slacks Week . . . sponsored by 
Trouser Institute of America, 347 Fifth 
Av., New York 16 

May 8-14 
Vational Hospital Week . . . sponsored 
by American Hospital Assn., 18 E. Di- 
vision St., Chicago 10 
Vational Girls Club Week . . . spon- 
sored by Girls Clubs of America Ine., 
265 State St., Springfield, Mass. 


May 10 
Vational Insurance Women’s Day 
sponsored by Natl. Assn. of Insurance 
Women; c/o Mrs. Marion Walker, P.O 


Box 2646, San Francisco 26 


May 11-14 
Vational Science Fair . . . sponsored by 
Science Service, 1719 N St., NW, Wash 
ington 6 

May 14-21 
Let’s Go Fishing . . . sponsored by The 
Sporting Goods Dealer, 2018 Washing- 
ton Avy., St. Louis 3 


May 15-21 

Letters From America Week . . . spon 
sored by Common Council for American 
Unity, 20 W. 40th St., New York 18 
National Transportation Week te 
sponsored by Associated Traffic Clubs 
of America, 110 S. Dearborn, Chicago 3 
National Domestic Rabbit Week Fok 
sponsored by American Rabbit Breeders 
Assn. Inc., 1707 FE. Carpenter St., 
Springfield, Il. 


May 15-June 15 
National Mothproofing Month . . . spon 
sored by Woolite and Larvex, c/o Ted 
Worner & Associates, 1650 Broadway, 
New York 19 


May 16-21 
National Cotton Week . . . sponsored by 
Natl. Cotton Council of America, 112 
W. 34th St., New York 1 


May 19-28 
National Pickle Week... sponsored by 
Natl. Pickle Packers Assn., 202 S. 
Marion St., Oak Park, Ill. 

May 20-27 
Foot Health Week sponsored by 
American Foot Health Foundation, c/o 
Dr. Sidney Hirschberg, Exec. Dir., 107- 
07 Continental Av., Forest Hills, N. Y. 

May 21 
Armed Forces Day 
Proclamation). 


May 22 
Rural Life Sunday . . . sponsored by 
Dept. of Town and Country Church, 


475 Riverside Drive, New York 27 


May 30 
Memorial Day 


(Presidential 


(Decoration Day) 


One of our small clients. 


Two-hole 
kit (shown) 


For binding scrapbooks, photo 
albums, presentation kits, 
records and papers of all types. So! 


handy, so easy, so versatile . . . for 
home or office. Just insert pages and 
punch, then pick a colorful binding 
tube from the spin dial base, snap into 
place. In seconds you have a neat, o1 
derly looking, colorful volume 
Other models available 
3-hole kit—$17.90; 4-hole kit—$29.95 
Write for free booklet 
TAUBER PLASTICS, INC. 
200e Hudson St., N.Y.C., WO 6-3880 


The handiest color tool for 
every artist and designer... 


TRU-TONE 
SWATCH BOOK 
OF 237 


COLORED 
PAPERS 


For making layouts, dummies, packages, or for 
color backgrounds — this pocket size swatch 
book will save you time and guesswork, It's 
divided into 2 palettes of compatibly balanced 
colors — each palette of pigment-related colors 
that are visually perfect to use together — 237 
colors INCLUDING 30 SHADES OF GRAY! 


From the swatch book you can order full size 
18x24 sheets that will EXACTLY match your 
sample, will take ali mediums and will not 
stain from rubber cement. 


TRU-TONE SWATCH BOOK $4.00 
TRU-TONE SHEET 18x24 .30 Each 


Introductory offer: Portfolio of 1 each of 237 
sheets plus TRU-TONE swatch book. 


($77.90 Value) only $69.50 


Write on your letterhead 
for 200 page catalogue of 
art supplies — ‘‘an En- 
cyclopedia of Artists 
Materials.” 


ITT iol Le Boe ee 


2 W. 46th St. New York 36, N. Y. 
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IDEA NO. 163 


Made Your First Million? 


Units, that is!) If you have, be 
sure to tell your public about it! 
Ford Motor Company, f’r in- 
stance, hit the magic figure about 
mid-’59. All subsequent cars bore 
this clever “Second Million’? em- 
blem — printed on Kleen-Stik Ace- 
tate for easy peel-and-press ap- 
plication inside the windshield. For 
ingenious conception and handsome 
design, credit the Ford Division 
and its agency, J. Walter Thomp- 
son, Detroit office. De luxe pro- 
duction handled by Harry Bell and 
John Wallace of Detroit, repre- 
senting Grand Rapids Label Co. 


ENSITIVE 


25 YEARS OF PRESSURE 


OVER 


ea et LL 
Self-Sticking Adhesive 


¥3A0 


SZ 


IDEA NO. 164 


Top o’ the Totem Pole 


Radio Station WLW, Cincinnati, 
enjoys this eminence not only be- 
cause it’s the world’s highest fidelity 
station, but also because it’s “‘top”’ 
in total area audience. Crosley 
Broadcasting Corporation’s agency, 
The Ralph H. Jones Co., created 
this imposing 2-foot totem pole to 
get the point across to time buyers. 
The clever die-cut piece was 
equipped with a strip of Kleen- 
Stik Dubl-Stik, so each recipient 
could “roll his own’’ with a simple 
peel-and-press. Acct. Exec. Dick 
Geis handled the project with 
Howie Sunderman, Sales Mgr. 
for Westerman Printing Co., 
Cincinnati. 


SUVIA 


10 


g3unssiud 


JAILISNGIS 


Promoting media or motor 
ears, your P.O.P. will be top 
man the totem pole of at- 
tention if you use Kleen-Stik 
—tops in pressure-sensitive 
adhesives. See your regular 
printer, lithographer or silk 
sereener for ideas—or join our 
**Idea-of-the-Month”™ Club. 
Write today! 


ssazudoud 


kleen-sti 


7300 West Wilson Avenue 
Chicago 31, lilinois 
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for ADMEN 


© Employee Publications, by Wil- 
liam C. Halley; Chilton Co., Phila- 
delphia, 139 pages, $5 . . . This book 
has been given the subtitle “Every- 
thing management needs to know to 
produce effective employee publica- 
tions” and this is a good descrip- 
tion of its coverage. The author is 
currently manager of Du Pont’s 
plant publication service, which is a 
staff service for 40 separate house 
organs within the Du Pont organ- 
ization. 

The first section of this book dis- 
cusses the problems that should be 
considered before starting an in- 
ternal publication—its purposes, its 
limitations, how it works, and so 
on. After a section which repro- 
duces pages from various publica- 
tions to illustrate how specific prob- 
lems were attacked, there is a sec- 
tion aimed at the practical issuance. 
Separate chapters take up the qual- 
ifications of an editor, what the pub- 
lication should contain, where it 
should be in the organizational 
structure, formats, budgets, story- 
handling, and so on. 

The book should be very useful 
for top management, as a general 
guide to these publications, and to 
editors and future editors, as a 
guide to their jobs. 


© Productive Thinking, by Max 
Wertheimer; Harper & Brothers, 
New York, 302 pages, $6... Of re- 
cent years there has been a lot of 
talk about creativity and creative 
thinking, but a good deal of it has 
been little more than words. 

This book, written by the late 
Prof. Wertheimer, of the New 
School of Social Research, is a 
stimulating examination of the proc- 
ess of thinking. While Prof. Wer- 
theimer does not mention advertis- 
ing per se, and confines his ex- 
amples to math problems, which are 
somewhat easier to define, thinking 
is basically thinking, regardless of 
the problem that is being solved. 

This is one of those books which 
are not obviously applicable to ad- 
vertising, but from which any pro- 
ductive worker will get a great deal 
of benefit, if he is willing to invest 
the time and effort in reading it 
and in thinking it through. 


© TV and Film Production Data 
Book, by Ernest M. Pittaro; Morgan 
& Morgan Inc., New York, 448 
pages, $6.95 . This compact book 
contains an amazing amount of in- 
formation. Small enough to fit in a 
jacket pocket, it describes in de- 
tail all important equipment used 
in production, including tv cameras 
and equipment, sound recording 
equipment, lights, motion picture 
cameras, animation. stands, films 
and filters. Detailed specifications 
and operating instructions are in- 
cluded for each machine listed, and 
there are many illustrations in- 
cluded. Price, however, is not in- 
cluded. 

In addition, there are useful ta- 
bles and charts, and the names and 
addresses of key manufacturers in 
the field. A detailed index will help 
you find information quickly. 


@ Packaging with Plastics, AMA 
Management Report No. 29; Pack- 
aging Division, American Manage- 
ment Assn., New York, 131 pages, 
$3.75 ($2.50 to AMA members) .. . 
This progress report, based on the 
Special Plastic Packaging Confer- 
ence sponsored by AMA in January 
1959, contains the texts of 24 pe- 
pers, delivered by industry experts, 
divided into four parts. 

The first part covers’ recent 
progress in various industries that 
are using plastic. The second de- 
scribes new materials that are en- 
tering the packaging picture. The 
third section discusses new equip- 
ment trends and _ developments, 
while the final section is on modern 
methods and applications. 

The papers are precise and prac- 
tical, most of them based on specific 
experience in the field. The booklet 
serves as a rapid guide to current 
trends in packaging. 


© A Handbook of the Foreign Press, 
by John C. Merrill; Louisiana State 
University Press, Baton Rouge, 318 
pages, $5.00 . In this work, Mr. 
Merrill has performed a valid serv- 
ice. Not only does he give you cir- 
culation figures and_ publication 
schedules of the foreign press, avail- 
able from other sources, he tells you 
of the political and cultural climate 
in which they are published. 

You learn, to list just a few ex- 
amples, that Cuban newspapers are 
considered technically excellent .. . 
only one publication in Spain can be 
said to be free of censorship . . . in 
Denmark, the larger newspapers are 
not as concerned with politics as 
that country’s provincial press 





there is a growth trend among 
Italian weeklies. 

Some of this information has been 
obtainable before if one had the 
time to check embassy and other 
sources. But embassy sources are, at 
best, of controlled objectivity and 
nationals of any country see their 
country’s institutions in a frame of 
reference that might well be alien 
to yours. 

The work is of value to people 
affiliated with countries and proj- 
ects international in scope and to all 
of us who are concerned with the 
complexities of communication. 


e Industrial Design in the United 
States, published by the Organiza- 
tion for European Economic Co-op- 
eration, 2000 P St., NW, Washing- 
ton 6, 140 pages, $1.75 ... If you 
think that the picture of how in- 
dustrial design works in this coun- 
try is a complex one, even to an 
American, just think the confu- 
sion it must present to foreign vis- 
itors. Peculiarly enough, this book- 
let, the report of a group of Euro- 
pean businessmen on a visit to the 
USA, is one of the clearest pictures 
of the functioning of industrial de- 
sign we have as yet run across. 

The mission consisted of 26 men 
from 10 countries, who spent six 
weeks visiting schools, industrial 
design departments and independent 
designers, trying to discover what 
industrial design was and how it 
contributes to a better economy. 
This report, aimed primarily at 
European management, neverthe- 
less helps all of us to get a better 
appreciation of the role of the in- 
dustrial designer. 

Several useful appendices include 
a list of institutions providing 
courses in industrial design, of so- 
cieties in the field, of European or- 
ganizations and publications dealing 
with industrial design. 


e The Changing Picture in Video 
Tape for 1959-1960, Minnesota Min- 
ing and Mfg. Co., Box 3500, St. Paul, 
62 pages, $1.50 . . . If the infant field 
of video tape needs a Boswell, then 
it could have found no better scribes 
than those employed by 3-M. As 
the world’s only commercial pro- 
ducer of the tape, 3-M has more 
than a passing interest in the sub- 
ject. 

This 60,000 word illustrated pub- 
lication covers all aspects of video 
tape, ranging the field from what 
it is, how it changed television, its 
prospects for the future and case 
histories of its successful use. 


This is a selected list of reprints currently in stock. A complete list ran in Decem- 
ber. Unless another price is given, each sell for 25c. In lots of 10 of any one 
reprint, the price is 20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 
12'/2¢ each. Order by number from Reprint Editor, Advertising Requirements, 


200 E. Illinois S$t., Chicago 11, Ill. Please enclose payment if your order totals 
less than $2. 


Advertising Specialties 


307 A Basic Guide to Specialty Advertising 


What every ad ' { w about t nediurr 1 Best of AR feature 


Art 


256 How to Buy Graphic Arts Materials —— by Donald Davis 


» to help graphi arts buyer 


236 A Code of Ethics for Art 


Audio-Visuals 


303 A Basic Guide to Business Filens 
planning, production and distrit 
262 How to Get More from your Film Budget — by Fred A. Niles 


jucer tells how yc 


285 How to Judge a ape: as » by John James. 


Miscellaneous 


301 A Basic Guide for Paper Buyers 


t of AR t what the adman n 


276 The Big Three Mail Order Catalogs aoe - by Robert B. Konikow (506) 
whi takes vou behind the ne 


266 An Inside Look at Worthington’ s Trademark Thinking 


Ww taff tell! 


piege 


rademark 


218 Ten Rules for Believable Testimonials 


r product 
203 Emblems — by Robert M. Marks. 


Ar 
A pr 


{ e development ¢ emblem identification prograr 
202 How | Solved ue ($1) 
s from AR reader: 


201 Advertising cw wane — by Robert 5. Burton ($1) 


arar arts 1 compilation ten AR article: 


151 Color in Advertising — by Gabor Siren 


Packaging 


306 A Basic Guide to Packaging 
Wt kag hould do for sa and what materials to use 


275 A Guide to Card Fomeging — by Dr. John A Keenan , 


the kinds of sk i t ter pack and how they work 


270 How to Work with a Package Designer — » by Robert Sidney Dickens 


advice on how to get along with these specialist 


269 How Women Feel About Food Packaging — by Bette Macon 


d on at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard g. Reed 

d test which measured effects of multiple packing 
258 Twenty-nine Weys to iene Packaging Sieeieuness — by George J. Bevans 


package engineer presents a yardstick of 29 questions 


Printing & Typography 


311 How to Save on Your Printing Bins 


265 & Daten of Tepetene ter Gene iia 7 pn 
284 A Simple System for Traffic Control — by Richard V. non em _ : 
282 Design & Color: Cure for a Sick beams bby David x. Marshall a 
257 How Billboard Produced an Unusval Insert — ‘by R R. 8. aur 
er t story of a special se 


249 The Advantages of Letterpress & Offset 


A debate print shedding light on the select 


235 Let's Get Together on Offset _— by Bernard c. Schramm Jr. 


on of the best printing process 


» when buye artist and printer don’t talk the same language 


211 A System for Controlling Printing Costs — by Proderick Kammann (50c) 


2 pra | m for saving 10% on your printing bills 


105 Let's Swap ideas 


from prir re d admer illed from Kimberly-Clark’s contest 
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For Displays, Promotions, Exhibits .. . 


NEW DU PONT CRONAPAQUE* PRINT FILM 


A PRODUCT SO VERSATILE, SO UNIQUE 
ONLY IMAGINATION LIMITS ITS USE! 


Now, from the research laboratories of Du Pont, comes 
a brand new medium for making photographic prints 
CRONAPAQUE. This unique film utilizes a high- 
speed, variable contrast emulsion on rugged CRONAR 
polyester film base. The result: a semi-opaque print film 
combining high resolution and excellent reproduction 


characteristics with outstanding dimensional stability 


and toughness. 
For Disprays. CRONAPAQUE 


for commercial and industrial promotions, store 


is perfectly suited 


window displays, or interior decoration, For twice 


the Ipaet, use it two ways: with the back of the 


print colored, you ll have a black-and-white photo under 


reflected light. and a beautiful color lransparency 


when the light source is transmitted from behind, 


For Exuipirs. The high resolution and fine reproduction 
qualities of the emulsion, reflectivity of the surface, and 
translucency of the base adapt CRONAPAQU won- 


derfully for charts, placards and exhibits of all kinds. 


For Artistic RENDERINGS. CRONAPAQUI 


for this work because its emulsion surface readily accepts 


is ideal 


inks, paints, and all standard retouching materials. 


Available in both sheet and roll form, this versatile new 
product opens up new display and promotional possi- 
bilities. For more information and a processed sample 
of CRONAPAQUE, write E. 1. du Pont de Nemours 
and Co. (Ine.), Photo Products Department, N-2430-A 
Nemours, Wilmington 98, Delaware. In Canada: Du Pont 
of Canada Ltd., Toronto. 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


This advertisement was prepared exclusively by Phototypography. 
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* Du Pont’s trademark for its polyester photographic print film. 





Advertising Requirements 


Legal Problems 


in Advertising 


Part I 


This manual reviews the legal 
problems that are most likely to 
occur in the operation of an ad- 
vertising agency. Most of these 
problems have two aspects. We are 
concerned both with avoiding claims 
against the agency and its clients 
and with securing for our clients the 
fullest possible protection of the ma- 
terial which is developed for them. 
It is important to bear in mind, how- 
ever, that only legal questions are 
discussed. No effort is made to deal 
with the even more important 
standards of ethics, taste, and busi- 
ness practices to which the agency 
adheres. 

No manual of this type can touch 
upon all the types of legal prob- 
lems which can arise. Nor can it 
serve as a substitute for consulta- 
tion with our attorneys. Its pur- 
poses are, rather, to familiarize 
agency personnel with the areas in 
which legal problems arise, to alert 
them as to when legal advice is 
needed, and to acquaint them with 
the forms that are available for use 
in situations which 
arise. 


commonly 


The Avoidance of 
False and Misleading Copy 


Generally . . The Federal Trade 
Commission Act declares to be un- 
lawful “unfair methods of competi- 
tion in commerce, and unfair or de- 
ceptive acts or practices in com- 
merce.” Under this broad language, 
various types of false and mislead- 


errr rrr ts ee 


Advertising men are not lawyers, and perhaps we should be thankful 
for that. But admen often get into legal questions, and sometimes get out of 
them only at costs that are heavy in more ways than one. 

As a guide to its own staff in avoiding legal entanglements, Kenyon & 
Eckhardt Inc., New York, has prepared a comprehensive manual for in- 
ternal circulation. We are gratified that K&E has granted permission to us 
to reprint and adapt parts of this manual. The text has been copyrighted by 
K&E and cannot be reproduced, in whole or in part, except with its per- 


mission, 


Admen are warned that no general guide can substitute for legal coun- 
sel. Where a legal question is involved, the specific factors must be con- 
sidered by an expert. Such a guide, however, may help to indicate the dan- 


gerous areas and how to avoid them. 


ing advertising have 
demned. 

In addition, almost all the states 
have statutes which impose criminal 
penalties for the publication of un- 
true, deceptive or misleading state- 
ments in advertising matter. 

Under these laws, there is a rec- 
ognized distinction between mere 
“puffing,” the generally laudatory 
language which is legally permis- 
sible, and false or misleading repre- 
sentations of fact, which are illegal. 
To stay within the law, it is im- 
portant to make sure that every as- 
sertion of fact contained in an ad- 
vertisement can be supported if it 
is challenged. 

Among the advertising practices 
against which the FTC has pro- 
ceeded are the use of fictitious or 
garbled testimonials, misrepresenta- 
tions of the composition, quality, 
character or origin of products, the 
false disparagement of competitive 
products, and the use of pictures to 
produce misleading impressions. 

@ 1959 by Kenyon & Eckhardt Inc 


been con- 


Price Misrepresentations . . Nu- 
merous proceedings have involved 
misrepresentations with respect to 
price, such as by statements that 
goods are offered at “special,” “re- 
duced” or “introductory” prices, or 
that they are sold “below cost” or 
“at wholesale,” “manufacturer’s” or 
“factory” prices, when such is not 
the fact. The use of “bait” advertis- 
ing, in which offers are made with- 
out the intention to sell the de- 
scribed article at the stated price, 
is condemned. 


“Free” Merchandise . . Offers of 
“free” goods have also been the 
subject of many proceedings. It is 
the present view of the FTC that 
“genuine offers to give something 
away free of charge in order to in- 
duce a person to buy something 
else are not unfair.” The Commis- 
sion holds, however, that use of the 
word “free” in advertising will be 
considered deceptive when all the 
conditions of the offer are not clear- 
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ly stated or when the article which 
must be purchased in order to ob- 
tain the free article is sold at an in- 


cre ased price 


“Guarantees” .. The word “guar- 
antee” is likewise one which must 
be used with care. It must be ac- 
companied by a clear statement as 
to the obligation which the seller in- 
tends to assume, as, for example, 
refund of the purchase price, and 
by a statement of any service 
charge or other condition imposed 
on the purchase1 


Required Agency Action .. In 
order to comply with these legal 
should be 


examined from the standpoint of 


requirements, all copy 
the meaning which it reasonably 
may be expected to convey to the 
listener. If a 


average reade ol 


factual claim is stated or implied, 
its accuracy should be verified. Th« 
authenticity of testimonials and en- 
dorsements should be assured by 
signed written statements. Techni- 
submitted 
to the client for verification 


cal assertions should be 


The Advertising of 
Particular Products 


Food, Drugs and Cosmetics . . 
The Federal Food, Drug and Cos- 
metic Act and regulations issued 
thereun ler impose specific require- 
labeling of 
devices and 


ments regarding the 
health 


cosmetics sold in 


foods, drugs, 
interstate com- 
“food” to 


used to! food or 


merce. The act defines 
mean “(1) articles 
drink for man or other’ animals, 
(2) chewing gum, and (3) articles 
used for components of any such 
article.” 


The FTC Act 


sanctions against the false adver- 


contains strong 


tising of products in these cate- 
gories. Under certain conditions, the 
Commission may sue to enjoin the 
dissemination of such false adver- 
tisements, and those responsible for 
them may be prosecuted criminally. 

The FTC Act defines “false ad- 
vertisement,’ and enumerates the 
factors to be considered in apply- 
ing the definition, as follows: 


“The term ‘false advertisement’ 
means an advertisement, other 
than labeling, which is mislead- 
ing in a material respect; and in 
determining whether any ad- 
vertisement is misleading, there 
shall be taken into account 
(among other things) not only 
representations made or sug- 
gested by statement, word, de- 
sign, device, sound, or any com- 
bination thereof, but also the ex- 
tent to which the advertisement 
fails to reveal facts material in 
the light of such representations 
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or material with respect to the 
consequences which may result 
from the use of the commodity 
to which the advertisement re- 
lates under the conditions pre- 
scribed in said advertisement, o1 
under such conditions as are cus 
tomary or usual.” 


It is particularly necessary to ob- 
serve the legal requirements in 
making claims as to the beneficial 
effects of food, drug and cosmetic 
products on health or physical ap- 
pearance. Many orders have been 
entered prohibiting claims regard- 
ing the health values of bread and 
other foods, as well as of vitamins 
and drugs. Cease and desist orders 
have been issued against state- 
ments of claimed cures for colds, 
asthma, arthritis, rheumatism, and 
numerous other ills. In the area of 
cosmetic advertising, the FTC has 
challenged misrepresentations as to 
ingredients, alleged therapeutic 
effects, permanence of results and 
claims to such accomplishments as 
rejuvenation, the straightening of 
hair, the prevention of baldness and 
the removal of wrinkles. 

While the agency’s concern is 
with advertising, rather than la- 
beling, there are cases in which 
claims advertisements 
affect the advertiser’s compliance 
Thus, 
special 
dietary uses appear in a food ad- 
vertisement, the food becomes 
“misbranded” under the Federal 
Food, Drug and Cosmetic Act un- 


less its labeling contains the infor- 


made in 


with labeling requirements 


when representations for 


mation prescribed by the regula- 
tions “in order to fully inform pur- 
chasers as to its value for such 


uses ” 


In order to be certain that the 
claims made in the advertising of 
these products can be substantiated, 
it is essential that the copy be pre- 
pared or approved by one with full 
knowledge of the relevant scien- 
tific data 


Alcoholic Beverages . . Alcoholic 
beverage advertising is very strictly 
regulated under both federal and 
state laws. The Alcohol Tax Unit 
of the U. S. Internal Revenue Serv- 
ice has issued complex regulations 
relating separately to the advertise- 
ment of distilled spirits, malt bev- 
erages and wine. The regulations 
refer in considerable detail to the 
various types of statements which 
are considered false and misleading. 
They also impose specific require- 
ments. For example, the alcoholic 
content of distilled spirits must be 
specified, while it must not be 
stated in advertisements for malt 
beverages or wine. 

There are also detailed require- 


ments under widely differing state 
laws and regulations. As an illus- 
tration, Section 101 subd. 1(c) of 
the Alcoholic Beverage Control law 
of the State of New York provides 
in part as follows: 


“It shall be unlawful for a man- 
ufacturer or wholesaler licensed 
under this chapter to. Make 
any gift or render any service of 
any kind indirectly, to any per- 
son licensed under this chapter 
which in the judgment of the 
liquor authority may tend to in- 
fluence such licensee to purchase 
the product of such manufac- 
turer or wholesaler.” 


Section 101-b of the same law 
prohibits unlawful discriminations. 
“It shall be unlawful for any 
persons privileged to sell liquors 
or wines to wholesalers or re- 
tailers. (b) to grant, directly 
or indirectly, any discount, re- 
bate, free goods, allowance or 
other inducement (Italics 


added) 
Rule 11 of the State Liquor Au- 


thority, promulgated 
the above, provides: 


pursuant to 


“1. (a) No manufacturer’ or 
wholesaler shall make any gift 
or furnish. . any article or 
thing of value or render any 
service of any kind to any re- 
tailer, except as hereinafter pro- 
vided; nor shall any retailer ac- 
cept any gift or service of any 
kind whatsoever, except as 
hereinafter provided.” 


1S 


Rule 11 then lists in some detail 
the types of assistance which a 
wholesaler may furnish a retailer. 
Advertising assistance is not one of 
those permitted. 

Under the above provisions, a 
recent proposed advertisement con- 
taining a photograph displaying our 
client’s alcoholic beverages at the 
bar of a well-known country club 
was deemed to be prohibited on 
the grounds that it was a “service” 
and an “inducement” to the outlet 
(the country club) which was being 
featured. 

The Executive Department of the 
State Liquor Authority stated that 
such advertisement might expose 
both our client and the club to the 
loss of licenses. 

Accordingly, it is imperative that 
all the laws and regulations, both 
federal and state, relating to liquor 
advertising should be carefully 
studied and complied with to avoid 
violations. 
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Doing Bnougn in 


World Politics Pe 


The skills and brains of ad- 
vertising and sales promo- 
tion men are not being 
used on the international 
scene, and our country is 
the loser for it. 


By Stanley E. Cohen 
AR Washington Editor 


The story of the advertising in- 
dustry’s failure to support the gov- 
ernment’s effort to spread public 
understanding of the U.S. abroad is 
not a pretty one. 

It has its heroes and its moments 
of glory. More often, however, it is a 
story of promises unfulfilled and 
deeds not done. 

It is a story of a profession with 
skills indispensible toward winning 
understanding for the western point 
of view among peoples in all parts 
of the world. But it is a story of a 
profession not organized to serve; 
where the burden falls on a hand- 
ful; and where the achievements 
pall in comparison with what might 
be done. 


> At home, through the Advertising 
Council, advertising has placed the 
skills of its most accomplished pro- 
fessionals at the service of a multi- 
tude of worthy causes. Its contribu- 
tions to the public welfare have 
commanded the respect of leaders 
from all walks of life. Its standing 
as a good citizen among the profes- 
sions takes second place to none. 


But in the international field, 
there is no Advertising Council. 
There is no mechanism to supply 
skilled advertising personnel, or to 
channel the materials into the effec- 
tive media of communications. 

If any single individual were to be 
singled out as the hero in adver- 
tising’s disorganized effort to back 
up the worldwide struggle for men’s 
minds, it would undoubtedly be Ted 
Repplier, the president of the Ad- 
vertising Council. Because of his 
personal dedication to the cause of 
public service, he has been success- 
ful in transposing a few interna- 
tional information projects into 
terms which made them acceptable 
to the Advertising Council. 

As chairman of the Advertising 
Organizations Committee of the 
People-to-People program, he has 
dragooned individual admen and 
their agencies into spot assignments 
for the U.S. Information Agency. 
But after three years of effort he 
has yet to achieve a sufficiently co- 
hesive mechanism in the Advertis- 
ing Organizations Committee so that 
it could really be called a “going 
corporation.” 

At one time, Keith Evans, former- 
ly marketing and p.r. consultant, 
Ryerson Steel, Chicago, sought 
to support the information program 
under an arrangement which con- 
templated the production of a num- 
ber of useful booklets by the Na- 
tional Industrial Advertisers As- 
sociation. He found that most NIAA 
chapters were unresponsive. “Did 
they actually do anything?” asks 
Conger Reynolds, director of the 
USIA office of public cooperation. 
“Keith Evans strove mightily; but 
nothing material developed.” 


>’ The Advertising Council, which 
might appear to be the most ob- 
vious instrument for mobilizing ad- 
vertising talent for participation in 
international information projects, 
has not been willing to operate be- 
yond the nation’s borders. From 
time to time, however, it has helped 
bridge a gap by special campaigns 
at home, or by locating some spe- 
cial skill essential for an urgent 
overseas problem. 

At home it has been active in 
seeking to collect books for ship- 
ment overseas. It helps CARE, and 
it is now preparing a fund-raising 
drive in support of Project HOPE 
the mercy ship which will be sail- 
ing soon to bring American medical 
know-how to the peoples of the 
Far East. 

Probably the Advertising Coun- 
cil’s most significant contributions in 
the international field is the Peo- 
ple’s Capitalism exhibit. This is a 
project close to the heart of Ted 
Repplier. On the basis of the spade- 
work done by Advertising Council, 
exhibits telling the People’s Cap- 
italism story have been sent by 
USIA to many parts of the world. 


> Two special organizations which 
could be most promising with re- 
spect to mobilizing advertising ex- 
ecutives to aid international un- 
derstanding have both been pain- 
fully slow in reaching fruition. They 
are the advertising organizations 
committee of People-to-People’s 
program, and the Business Council 
for International Understanding. 
Three years ago, the People-to- 
People program looked like the ideal 
mechanism for mobilizing resources 
of private groups and individuals 
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behind the 
tion effort 


international informa 
Launched with Presi- 
dent Eisenhower's enthusiasti« 
blessing, it contemplated a network 
of committees, including an adver- 
tising organization committee. Orig- 
inally it was to be coordinated by 
a professional staff. A foundation 
was established, and a drive wa 
contemplated for a $2,000,000. or 
erating fund 

In practice the fund raising 
drive never got off the ground. The 
People-to-People program was left 
to inch along without adequate pro 
fessional guidance. Dozens of com 
mittees were organized, but their 
operations were left to volunteei 
Each committee was to prove to be 
only as effective as the enthusiasm 


of its chairman decreed 


> Now the scaled 
down their original optimism. They 


supporte! have 


think of the movement as a “long- 
term” effort, still in its infancy 
Even without professional direction, 
some committees turn in creditabl 


book col- 


lections, exchanges of children’s art, 


records of achievements 


two-way team visits, and 
most recently, Project HOPE—the 
800-bed 
which has generated such enthu- 
siasm with the press and the public. 
Yet the list of achievements in- 


sports 


floating hospital cente 


evitably prompts the question: what 
might have been achieved—particu- 
ularly in such promising areas as 
advertising—if People-to-People 
were receiving the kind of organ- 
ized support that advertising people 


have Advertising 


given to the 
Council? 

In Ted Repplier—who accepted 
the chairmanship of the People-to- 
People 


advertising organizations 


committee—advertising was off to a 
good start, with a chairman of infinite 
imagination and enthusiasm. Repre- 
sentatives of all the major associa- 
tions in the advertising business 
were rounded up for an_ initial 
meeting September 27, 1956. Pro- 
spective projects were examined, 
and the enthusiastic delegates were 
dispatched to consult with their own 
organizations 

At a second meeting Nov. 29, 
1956, resolutions of support were 
recorded from ten associations. A 
documentary film, “Target: the 
World” was proposed. A magazine 
advertising program to promote the 
“People-to-People” program was 
considered. But that was the last 
time the advertising organizations 
committee met. 

Fortunately, however, this is not 
a measure of the full record of the 
Advertising Organizations Commit- 
tee. Since 1956, Ted Repplier has 


been steering it on an “executive 
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ommittee basis.” Through individ- 
ual contact with committee mem- 
bers, it has produced a number of 


results useful to the USIA. 


> In some respects, the committee 
has succeeded in fulfilling part of 
its potential: a sparkplug for effort 
by individual businesses or organ- 
izations 

when a 
request was received from Ankara, 
Turkey, for an exhibit illustrating 
industrial 


Recently, for example, 


development, the com- 
mittee was useful in locating com- 
like American Tobacco, 
American-Standard, Caterpillar, 
General Motors, General Electric, 
Harvester, General 
Foods and P & G which submitted 
scrips, films and tv advertisements 
tech- 


panies 


International 


to demonstrate American 
niques 

The committee promotes People- 
to-People activities by mailing “ac- 
tion” material to advertising asso- 
clations 

It has arranged goodwill tours to 
Europe by the Advertising Post of 
the American Legion in New York 
City and the Advertising Club of 
Washington 


’ On the othe: 
most promising 


hand, many of its 
prospects remain 
unexploited or only 


ploited. Among them: 


partly ex- 


© Advertising fellowships: Unde 
this exchange program, foreign ad- 
vertising personnel would work for 
limited periods at U.S. agencies 
Export of marketing and distribu- 
tion “know how” would get the 
recognition that technical 
agencies have given the export of 
production “know how.” 


same 


For the most part, the project is 
still in the discussion stage. A few 
McCann-Erick- 

operate pro- 
grams of this type on their own. A 
full scale fellowship program is en- 
gulfed in disputes over pace and 
financing. 


individual agencies 
son is an example 


4As has given the impression it 


prefers to go slowly before agree- 
ing to large-scale exchanges of per- 
sonnel. There are disputes, too, on 
financing. Government officials have 
been reluctant to underwrite the 
“fellowships,’ which represent 
roughly $1,800 for a three-month 
visit. Committee members seem to 
agree the project should be private- 
ly financed; but so far there are no 
signs that individual 
agencies are prepared to come for- 


advertising 


ward with the necessary underwrit- 
ing 

© Advertising exhibit: Ted Rep- 
plier, who inspired the Advertising 
Council’s “People’s Capitalism” ex- 
hibit, which is touring some of the 
world’s trouble-spots under spon- 
sorship of the USIA, is proposing 
exhibit. It would 
supplement the “People’s Capital- 
ism” exhibit with a display telling 
how advertising fits into the U.S 
economy. Several cities in Asia and 
Europe have already indicated they 
would welcome an exhibit of this 
kind. 

This project is now in an ad- 
vanced stage, with McCann-Erick- 
son preparing the design. When the 
design is completed, the committee 
must review the project and find a 
way to finance its construction 


an advertising 


@ National book drive: Through the 
Advertising Council, a drive to col- 
lect books for shipment abroad has 
received nationwide publicity. The 
People-to-People committee has 
supported this proposal. 


e “Target: The World” film: 
Through the committee, J. Walter 
Thompson has been encouraged to 
submit a script for this film. Financ- 
ing remains a major problem, with 
budgets of as $75,000 
needed. 


much as 


@ Hospitality programs: Individual 
committee members regard this as 
one of the most effective contribu- 
tions advertising groups can make 
toward increasing worldwide un- 
derstanding. Groups like AFA, 
AAW and 4As will be encouraged 
to schedule international 
ences as in the past. 


confer- 


In addition, the advertising com- 
mittee of People-to-People pro- 
gram has attempted to provide tech- 
nical services for the movement. 
One New York agency designed 
the emblem of the People-to-People 
movement. Another plannd a book- 
let for the ill-fated foundation. Or 
another example: copy was pro- 
vided for a tourist booklet which 
was requested by the Public Rela- 
tions and Transportation Industries 
Committee. 
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REPRODUCED IN 6 COLORS FROM SOLID LINE ART BY LETTERPRESS ON SPRINGHILL VELLUM-BRISTOL. 22 1/2 X 26 1/2 BASIS 67 LB. PRINTED 6 UP AT 2.100 IPH 


International Paper’s Springhill, Vellum-Bristol 
gives you pinpoint letterpress line reproduction 


(and you can get it in white and six attractive colors)  rvan race = 





What you should know about SPRINGHILL, VELLUM-BRISTOL 


—a leading member of International Paper’s first family of fine papers. 


PRINGHILL VELLUM-BRISTOL now comes 
S in a cleaner, whiter white than ever 
before. Plus 6 new pastel shades! Ivory, 
blue, pink, gray, canary and green. 

On the other side of this insert, a black 
and white photograph was rendered into 6 
separate pieces of line art. Notice the clean, 
graphic impressions. The soft suggestion of 
photographic tone and texture. This sam- 
ple is dramatic evidence that Springhill 


Vellum-Bristol gives excellent letterpress 
line art reproduction. 

Springhill Vellum-Bristol is a 100% 
bleached sulphate sheet. Look at it. Its 
glare-free qualities are self-evident. Now 
take it in your hands and feel it. This sheet 
is strong. With a high bulk vs. weight ratio. 
And the low cost will surprise you! 

Springhill Vellum-Bristol is versatile. 
Gives outstanding results when used for 


offset, letterpress and silk-screen printing. 
It is made to order for menus, covers, die- 
cut cards, swatch cards for fabrics, cata- 
log inserts, direct-mail pieces—any quality 
printing job that must combine low cost 
with superior performance. 

Ask your paper merchant for samples of 
Springhill Vellum-Bristol and information 
about the other printing grades in Inter- 
national Paper’s first family of fine papers. 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 





> The story of the Business Coun- 
cil for International Understanding 
has been equally frustrating at first. 
It, too, was launched with enthu- 
siasm by the President, a full year 
earlier than People-to-People. Top- 
drawer business executives were to 
be involved, among them such ad- 
men as Sigurd S. Larmon, Young & 
Rubicam, Roy Larsen, Time Inc., 
and, of course, Ted Repplier. 

Three years later, Vice-President 
Nixon was before the same group, 
trying to rekindle the spark that 
never quite ignited at the original 
launching. Now the timing was bet- 
ter—or the Vice 
persuasive. 


President more 

After his appearance, an execu- 
tive committee was formed. John 
Habberton, who has been associated 
with CARE, became managing di- 
rector and BCIU was transformed 
into a going corporation. 

Its current program includes a 
training course for overseas busi- 
ness executives, limited to 25 per- 
sons at $500 each, and conducted at 
American University in Washing- 
ton. Six such sessions of six weeks 
each are scheduled this year, with 
a retired career diplomat, Ambassa- 
dor Harold M. Randell, in charge 
and BCIU underwriting the cost of 
the entire program. 

With its full-time managing di- 
rector at the helm, BCIU is popping 
with activity. One of its projects 
is a foreign service officer orienta- 
tion program which arranges for 
U.S. overseas personnel to spend a 
few days at domestic industrial 
plants while home on leave. One 
result of this program is to create 
better understanding between gov- 
ernment people and the compa- 
nies which operate in the foreign 
areas where they serve 

BCIU has organized a panel of 
businessmen who are available to 
speak on the “Voice of America.” 
“It is often easy to get articulate 
speakers from the labor point of 
view,” government people say. “But 
when the time comes to provide 
an explanation of the businessman’s 
approach to a particular problem, 
we have frequently had difficulty 
locating a representative spokes- 
man.” 

Also of expanding importance in 
the BCIU program are the individ- 
ual national study groups. H. E. 
Humphrey of U.S. Rubber heads a 
panel concerned with finding ways 
to contribute to the economic 
growth of India. Other panels are 
contemplated which are expected to 
help meet the specific needs of in- 
dividual overseas trouble areas 


>In addition to People-to-People 
and BCIU, other individual compa- 


nies and organizations pledge sup- 
port from time to time, and deliver 
to the degree that their enthusiasm 
permits. 

Advertising Club of Los Angeles, 
sparked by Larry Eccles, has pushed 
ahead enthusiastically with a 
“Speaking of America” project 
a plan to provide material which 
will enable U.S. citizens who travel 
abroad to help create a good im- 
pression of this country. 

National Sales Executives for 
years has sent sales promotion, ad- 
vertising and marketing specialists 
to all parts of the world, winning 
friends for the U.S. through thei: 
participation in seminars with coun- 
terparts abroad. 

Public Relations Society of Amer- 
ica and other groups have helped 
by arranging “International Days.” 

A new public relations advisory 
committee has recently been ac- 


tiviated at USIA. 


> In addition, literally thousands of 


individual companies have coop- 
erated with the Department of 
Commerce in exhibiting at trade 
fairs throughout the world, includ- 
ing dozens of shows less widely 
publicized than the recent Moscow 
Fair. Many individual marketers 
have volunteered for service on the 
trade missions which tour the high- 
ways and by-ways, and serve as 
“hosts” at each international trade 
fair. 

All this activity, of course, adds 
up to a value far in excess of what 
the government could buy with the 
limited funds available to either the 
USIA or the Department of Com- 
merce. Does it add up to enough, 
considering the potential contribu- 
tion of the advertising people? Pick 
up any newspaper and read the 
news abroad. Consider what is be- 
ing left undone. Remember how ad- 
vertising has been able to serve at 
home by organizing the Advertising 
Council. Then frame your answer 
in that context. 44 
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MANUFACTURER SELECTS 


SORG’s eather Finbossed 


TO GIVE SALES APPEAL TO CATALOG! 


“Sorg's LEATHER 

EMBOSSED gave our 

Catalog the touch of 

distinction we wanted”, 

"Since our catalog 

reaches top executives of 

companies in the chemi- 

cal and distilling fields, 

NM LMM toh ee MY] MoM a Me Tul) 

high quality standards for which ANSONIA 

products are well known. For that reason, we 

selected Sorg's Leather Embossed from among 

several stock samples recommended to us for 

printing our catalog cover. Our decision was a 

good one. Leather Embossed gave our catalog 
the touch of distinction we wanted.” 


Walter Buchert, Vice-President 
ANSONIA COPPER & IRON WORKS 
Cincinnati, Ohio 


Here’s Why LEATHER EMBOSSED has become such a Favorite! 


Whether you are looking for strength or beautiful appearance, 
Sorg’s Leather Embossed Cover is sure to be your choice. Now 
offered with a rich, new, deeply-embossed leather grain finish, 
strong, cylinder-made Leather Embossed is unsurpassed for any 
job that demands a rugged, colorful, distinctive-looking paper. 
In the manufacture of Leather Embossed, selected fibers are 
subjected to a special process in forming which results in a paper 
of solid strength and excellent printability. So, no matter which 
of the 12 colors — or new brighter, truer white — you choose, 
: you can be sure of getting top press performance from Leather 
Your Sorg distributor will be happy Embossed. 
oo ae eee ee eee Sa Ask your Sorg paper merchant for sample sheets of Leather 
bossed Sample Portfolio. Phone him Embossed for your own press-testing. See for yourself why 
today! Leather Embossed has become such a favorite with printers 
the nation over. 


COMPANY + Middletown, Ohio —— 


© Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL «+ REGISTER BOND 


MIDDLETOWN POST CARD + 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX «+ GRANITEX « PARCHTEX 
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Phonograph Records... 


A Powerful Sales Tool 


Many national advertisers have 
ridden on music’s popularity to new 


By Ted Sanchagrin 
AR Eastern Editor 


In recent years my personal col- 
lection of high-fidelity records pur- 
chased at the retail consumer level 
has been supplemented by phono- 
graph records used as sales promo- 
tion tools by advertisers. 

Most such records are 12” long- 
playing 331/3 rpm disks, monaural 


Advertisers 


Buying Guide 


or stereophonic. Nowadays, for a 
dollar the advertiser sends the con- 
sumer a record that would cost be- 
tween $3 and $6 in normal channels. 
These are usually from the commer- 
cial library of a recording company 
or a recording specially pressed for 
the advertiser. They’re collector’s 
items, at an attractive price, un- 
available at the retail level, and as 
fine as the higher-priced 
boughten record. 

Other records in my collection are 
7” acetate-coated 33s which are ace- 
tate-coated on paper. Used as give- 
aways by advertisers, they are good 
for a few plays, make good conver- 
sation pieces, and serve to get the 
advertiser’s message aeross in a 
more limited but less expensive 
fashion. 


store- 


sales records. Here’s a basic 
guide to this promotional tool. 


> Here is how some major advertis- 
ers are using recordings, from 12” 
long-playing discs to tag-size rec- 
ords. 

Four Roses .. An excellent ex- 
ample of a special recording is the 
12” 33 rpm offered as “Sing With 
the Four Roses Singing Society” in 
new arrangements of 18 oldtime 
favorites, from “In the Evening by 
the Moonlight” to “Good Night 
Ladies.” 

It’s billed as a $3.98 value for $1, 
and is made available to the public, 
where and as regulations permit, di- 
rectly through licensees, through 
coupon or other requests. Orders so 
far have totalled 280,000. 

The record, with an introduction 
by Anne Jeffreys and Robert Sterl- 
ing, was recorded for Four Roses by 
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the Keith Textor Singers; 
by Scott-Textor Productions; pressed 
by RCA Victor. It has a light instru- 
mental 


produced 


including the 
harmonica of Eddy Manson inter- 
woven behind and between the sing- 


background, 


ers 
Four Roses sales promotion man- 
ager Jack 


quality vinyl record is a first as a 


Gouraud believes this 


premium in the distilled spirits in- 
Unlike self- 


liquidating premiums, it has no or- 


dustry most such 
der cut-off date, since the orders 
continue to flow in 

And Four Roses v.p. in charge of 
advertising and sales promotion Jack 
Kaduson says, “The record serves 
as an outstanding vehicle for regis- 
tering our product name with great 
impact while 
serving the additional function of 
providing a display.” 


among customers, 


The display can be used for both 
window and floor. Miniature repro- 
ductions serve as counter and back- 
Bottle toppers and table 
tents are record-shaped 


bar signs 


> The presser, RCA, has been in- 
strumental in many premium record 
promotions, including Breck sham- 
poo, Hires soda, Botany 500, Sabena 
Airlines, and in its own seasonal 
greetings to editors, 7” extended 
play 45 rpms with Glenn Miller, Jan 
Peerce, Marian Anderson and the 
Melachrino Strings 

One of the few stereo records used 
so far is the Breck 12” disk, “Beau- 
tiful Hair Breck Introduces the New 
Golden Age of Sound Albums,” for a 
boxtop and a dollar 

Another big record promotion was 
the Hires’ 12” monaural, “Hires 
Presents RCA Victor’s Sound Spec- 
taculars for 59.” Botany and Sabena 
both used 7” recordings, “Botany 
Presents Melachrino and His Or- 
chestra in Music to Suit Yow 
Moods,” and “Sabena Belgian World 
Airlines Presents Holiday Abroad 
Selections from the New RCA Vic- 
tor Albums.” 

Obviously, such promotions are a 
two-way item, and sometimes three 
ways, as in the case of the Breck 
record jacket footnote, “Printed on 
strong Alcoa Wrap—as Bright and 
New as Living Stereo.” 


Texaco .. Recognition for one of 
the biggest recent self-liquidating 
premium record promotions must go 
to Texaco’s “Swing Into Spring” 
campaign. Columbia Records reports 
it sold over 500,000 pressings for 
Texaco at $1 

This record features Benny Good- 
man, with the introductory cam- 
paign-wide song written by Ralph 
Burns. The major portion of the 
record has ten Goodman classics 
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from the Columbia catalog. It was a 
traffic builder for Texaco, through 
pick-up coupons in gas stations. 
Like many major record promo- 
tions of recent months, the record 
was tied into an advertiser cam- 
paign, this one being “Swing Into 
Spring,” the Texaco spectacular on 
CBS-TV last spring. The Texaco 
agency for both the promotion and 
the record tie-in was Cunningham 


& Walsh. 


> Benny Goodman was also instru- 
mental in another major premium 
promotion, with another advertiser 
approach, in 1958. This was the 
Westinghouse album by Columbia, 
“Benny Goodman Plays at the Brus- 
sels Worlds Fair.” Appliance dealers 
sold 280,000 records over the counter 
at $1.29 apiece, or used it as a give- 
away. Again, like many big promo- 
tions today, it was a 12” 33. 

Perhaps the daddy of all such 
promotions was the 1957 record 
Coca-Cola offered market by market 
in 1957. It was a 7” 45 by Columbia. 
For proof of purchase of Coke, such 
as the coupon from a six-pack, and 
25¢, the customer received a record 
featuring six Tony Bennett hits 
(“Rags to Riches,” “Because of 
You” and “Cold, Cold Heart,” to 
name three). How many records did 
Coke send out? 1,000,000. 

In that same year (1957) Minne- 
sota Mining offered a 7” record with 
Sal Mineo singing four tunes. For 
50¢ and a tab from a Scotch Tape 
dispenser the young set could get 
the record. This one sold 150,000 
records for Columbia, and got the 
Scotch Tape message across, too, 
using a special jacket for the record, 
and dump displays in stores featur- 
ing the promotion 


A 


Advertisers Buying Guide 


> Such figures on record movement 
probably are optimistic, but even so, 
premium recordings do get the ad- 
vertiser message across for a long 
time afterwards, and they do sell 
records in high figures. 

Another promotion which started 
recently is the Post Cereals-Colum- 
bia 12” item, “An Evening With 
Danny Thomas,” a record for two 
boxtops and a $1. 


Watchmakers of Switzerland . . 
Premium records do not necessarily 
have to come from one recording 
company. The Watchmakers of 
Switzerland, for example, offered a 
12” 33 called “The Golden Ones,” 
pressed by Decca but featuring 
twelve old and new hits from as 
many competing recording com- 
panies. 

The watchmakers sponsored the 
record through the spectacular, 
“NARAS Presents the Golden 
Ones,” last Nov. 29 on NBC-TV. 
NARAS is the National Academy of 
Recording Arts & Sciences. Show 
and record feature a dozen hits per- 
formed by artists who made them 
famous. 

On this record are the Chord- 
ettes, Nat King Cole, Perry Como, 
Doris Day, Fats Domino, Ella Fitz- 
gerald, Kookie Byrnes, Julie Lon- 
don, Patti Page, Debbie Reynolds 
& Carleton Carpenter, Billy Vaughn 
and Roger Williams. The records 
are “Mr. Sandman,” “Mona Lisa,” 
“Catch a Falling Star,” “Que Sera,” 
“Blueberry Hill,’ “Oh Lady Be 
Good,” “Kookie, Kookie, Lend Me 
Your Comb,” “Cry Me a River,” 
“Tennessee Waltz,’ “Abba Dabba 
Honeymoon,” “Blue Hawaii’ and 
“Beyond the Sea.” The recording 


companies whose library hits were 
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used are Cadence, Capitol, RCA, 
Columbia, Imperial, Decco, Warner 
Brothers, Liberty, Mercury, MGM, 
Dot and Kapp. 

The offer was good for a week or 
two after the program. The initial 
press was 70,000 records, and it may 
go into another pressing to handle 
orders reportedly still coming into 
the premium handler, Bruce Rich- 
ards Corp. 


> At this stage, it’s apparent that 
a successful premium record pro- 
motion is best left to the pros, ad- 
vertiser, agency, record company 
and premium house. Cunningham 
& Walsh is the agency for the 
watchmakers. 

NARAS found what might be 
available from the commercial li- 
braries of the recording companies, 
and handled financial negotiations 
on artist royalties involved. Ac- 
ceptance or rejection of each record 
from the list rested with Cunning- 
ham & Walsh. TV account execu- 
tive Thomas De Huff is something 
of an expert on the subject. 

To back up the program, the 
agency integrated tv and_ radio 
commercials, and a sales promotion 
kit for dealers, including point-of- 
purchase displays. The tv program 
had two 30-second commercials 
plugging the premium record. For 
a week after, there were spots on 
radio networks, advising the listener 
to walk into his favorite retail 
jewelry store or wherever Swiss 
watches are sold, fill out the coupon, 
enclose a dollar and mail it to Rich- 


ards for “The Golden Ones.” 


Hicks & Greist . . Some astute ad- 
vertising agencies make intriguing 
use of records to promote their 
own shops. Some use records at 
Christmas. Others use them in a 
continuing new business promotion. 

This past Christmas I. Smith Ko- 
gan, v.p. and director of public re- 
lations at Hicks & Greist, New York, 
mailed an unusual recording of 
English medieval Christmas carols 
to 150 editors, 25 clients and 25 ex- 
ecutives at the agency. 

It’s a 12” 33 by the Primavera 
Singers of the New York Pro Musica 
Antiqua. It features 15 carols in 
Renaissance polyphonic style. The 
record is a stock item from a rela- 
tively obscure company, Esoteric 
Records, now called Counterpoint 
Records, New York, pressed by 
RCA under the small company la- 
bel. Most large companies record 
and press, and the small companies 
often turn over the tape or master 
record to the major suppliers. 

Looking for a record “in the spirit 
of the holidays,” agency tv producer 
Milton Stanson peered into his per- 


sonal collection, suggested the carol 
record to the agency public rela- 
tions director, and lined up the rec- 
ord order at Esoteric. Neither rec- 
ord nor jacket say Hicks & Greist. 
A 17x22” insert folded to 514x810” 
handled this. It was printed with 
season’s greetings on cafe colored 
end leaf from Schlosser Paper Corp. 
by Master Graphic Service Inc. The 
illustration was a screened photo- 
graph of an old toy train from the 
Museum of the City of New York, 
with the agency name printed on 
the locomotive photo. Saul Grub- 
stein, agency executive art direc- 
tor, handled the esthetics well. 

The record supplier, incidentally, 
has in the past supplied stereo test 
records in Zenith and Magnavox 
sets. 


> Another favorite record of mine 
is the Christmas 1958 mailing by 
Hicks & Creist. This is a 12” 33 
“Christmas Carols by the James 
Welch Chorale and Music Boxes 
from the Bornand collection.” Born- 
and music boxes, from Pelham, 
N.Y., date back 150 years, and look 
like an oversize grandfather clock. 
Music box carols are interspersed 
with Welch vocals on the records. 

The idea for the mailing came 
from the personal record collection 
of the agency public relations di- 
rector. This record was supplied by 
Vanguard Recording Society, and 
indicates that many small but taste- 
ful company records are available 
as premiums to those advertiser 
and agency users willing to look 
along the byways of the industry. 

Another agency which has found 
this true is Kenyon & Eckhardt, 
which recently mailed a 12” 33 to 
new business prospects, a limited 
edition of 200 copies. K&E v.p. Don- 
ald Maggini makes it a habit to 
mail examples of K&E work in tv 
programs. The latest mailing was 
“Leonard Bernstein and the New 
York Philharmonic in Moscow,” re- 
corded from the tape of the Ford 
CBS-TV program handled by K&E. 
Another recent mailing was Bern- 
stein in Venice. Each mailing in- 
cludes the K&E imprint on jacket 
and record label, and says “This is 
an outstanding example of unusual 
tv programming originating with 
our agency.” 


Oster .. Around Thanksgiving John 
Oster Mfg. Co. made a big splash 
in tv spectaculars with “The Gold- 
en Circle” on ABC-TV, with Steve 
Lawrence and Eydie Gorme, the 
Mills Brothers, the Andrews Sisters 
and Frankie Avalon. Out of the pro- 
gram came a 12” 33 of the same 
name, with tv hosts Lawrence and 
Gorme (husband and wife) singing 
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X-marx printed register marks 
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designers, printers, engravers 
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Simply snap-off a convenient 
register mark and apply to key 
art, then apply a second mark 
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Promotion Piece 


this cardboard promotion piece 


tunes of the Big Band era. Oste 


makes electric blenders, mixers, 
hair dryers, electric clippers, and 
offered the record for $1. The 
record label is Am-Par (label name 
for American 


mount Pictures). 


Broadcasting-Para- 


Bosco . . The maker of this choco- 
late drink mix, Corn Products Re- 
fining Co., offered a 7” 45 last spring, 
which tied in with the MGM movie, 
“Tom Thumb,” and was _ pressed 
by MGM Records. The consumer 
received the record for a Bosco la- 
bel and 25¢. One side had the sound 
track of “Tom Thumb’s Tune” from 
the movie. The reverse had the 
movie lead, Russ Tamblyn, in a 
non-movie song, “Now or Never.” 

The record jacket plugged both 
Bosco and the movie. This is an 
example in which a record compa- 
ny in the premium field in a lim- 
ited way only. MGM Records looks 
for the mutual benefits aspect of 
tieing in a movie promotion with 
a product promotion. 


Snow Crop .. To create frozen 
Minute Maid’s Snow 
Crop not only offers for a label and 
a dollar a 12” 33 “Christmas With 
Kate” (that’s Kate Smith), but it 
also follows up the record mailing 


food sales 


by offering the customer for each 
additional dollar and coupon his 
choice of 18 Christmas, Broadway 
and popular or dance records. Se- 
lections feature such entertainers as 
Martha Tilton and the Pied Pipers 
of Tommy Dorsey. All are 12” 33s. 

Tie-in advertising for the promo- 
tion features newspaper ads, coun- 
ter cards, streamers and banners. 
This was a Christmas promotion 
last year, following up on an Oct. 
6 Ford spectacular. Agency is Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton. 


NAR AS : ie 


GOLDEN ONES ie 


With the album cover forming the design of the right hand page, 


was designed for the window displays of participating 
jewelers. Passers-by were invited to enter the 


tore to get a free order blank 


Tops Records, New York, sup- 
plied the platters, as it did for a 
Sitrue Inc. (Doeskin) record pro- 
motion. Doeskin presents still an- 
other use of records, a dealer load- 
er program. For every ten cases of 
products purchased between Nov. 1 
and Dec. 31, 1959, the dealer could 
obtain free his choice of 30 Tops rec- 
ords—Christmas, Broadway, vocal- 


ists, dance, children’s, jazz and 
classical. Selections ranged from 
“Christmas With Kate” and “Gigi” 
through the Ink Spots and Johnny 
Desmond, Ray Eberle and Johnny 
Long to Red Nichols and the Rach- 
maninoff Piano Concerto No. 2. 

Cities Service has another ver- 
sion of the premium record. The 
customer can buy his record in the 
service station, paying 69¢ for a 12” 
33 pressing. The gas station cus- 
tomer or prospect has a choice of 
20 records from the Tops catalog. 
Cities Service started the promotion 
several months ago in Hartford, 
Bridgeport, Baltimore, Virginia, and 
is now testing the promotion in the 
New York metropolitan area. 

Even local or regional companies 
are getting into the record act. At 
the Brooklyn Savings Bank last 
summer, a_ vacation promotion 
offered its $25 new accounts their 
choice of premiums: travel alarm 
clock, picnic kit, opera glasses or 
one of four 12” 33s. 

Diamond Ginger Ale in Hartford 
offers customers a 12” 33 for three 
bottle caps and 89¢ at the store 
level. This is a continuing record- 
of-the-week type promotion, from 
the Tops catalog. In both cases 
ad agencies are in at the inception, 
Muir Agency in Brooklyn, M. H. 
Hammer Co. in Hartford. 


Remington Rand. . Paper records, 
while they appear to have reached 








a plateau, are still a potent promo- 
tional tool (See AR March 1954 and 
Aug. 1956). The big recent news in 
this field was the Remington Rand 
insert for the electric shaver Roll- 
A-Matic on one page of a spread 
in Dec. 8 Look. The record print 
order was 7,000,000. 

The record, by Columbia Aura- 
vision, is a 6’ square with the cir- 
cular, grooved portion in black, and 
the balance in red and black, with 
a gutter perforation. The record 
was inserted flush bottom gutter. 
Copy on the page underneath the 
record reminded readers to ask for 
a free record from the nearest Rem- 
ington dealer if the record was al- 
ready removed from the copy. 

It was a 6” 33 with Bing Crosby, 
Louis Armstrong, Rosemary Cloo- 


ney and the Hi-Lo’s in parodies 
“Golden Slippers,” “Ain't Misbe- 
havin’,’ “You Make Me Feel So 


Young” and “When You're Smil- 
ing.” Lyrics by George Simon of 
Bouree Productions turned them 
into “Oh, That Roll-A-Matic,” 
“Ain’t Misbehavin’, Shavin’ Myself 
for You” and “When You’re Shav- 
ing.” 

The last tune now appears in 
various Remington commercials, on 
“Gunsmoke” and “The Circus,” with 
the Hi-Lo’s. 

The Look insert was the focal 
point of pre-Christmas promotion, 
to add excitement and sales punch 
to the campaign theme. Magazine 
and Sunday supplement ads used 
the recording stars in four-color 
pages, Crosby in Dec. 8 Saturday 
Evening Post, Clooney in Dec. 6 
This Week and the Hi-Lo’s in Dec. 
13 First Three Markets Group and 
Dec. 14 Life. 

Credit for the record insert idea 
goes to Young & Rubicam. Client 
and performers’ agents were sold 
on the idea via a Columbia pressing 
suggested by the agency. The ad- 
vance pressing featured imitators of 
the actual performers. 


> Another Columbia Auravision 
customer recently was Ancient Age 
Bourbon, which offered a 612” 33 to 
customers of package stores in 15 


states where regulations permit. 
The record “Jazz from Bourbon 
Street,” had three tunes, Louis 


Armstrong in “Potato Head Blues,” 
Della Reese in “You've Been a 
Good Old Wagon” and Wild Bill 
Davison in “That’s A Plenty.” Like 
most paper records, it was a one- 
side item. It was keyed to the An- 


cient Age promotion, “Everyone’s 
Swinging to Ancient Age Bour- 
bon.” The print order was a half 
million. 


This is the second Auravision 
promotion for the bourbon. In 1957- 
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58 the paper record was “Moments 
to Remember,” culled from “Hear 
It Now,” “See It Now” and Great- 
est Moments in Sports.” On it were 
the Duke of Windsor’s abdication, 
President Roosevelt’s declaration of 
war, Russ Hodges’ broadcast of the 
Bobby Thomson home run, Will 
Rogers and a re-creation of the 
Dempsey-Tunney long count. 
Other Auravision uses have been 
the huge Ford dealers’ postcard 
mailing with Rosemary Clooney and 
Mitch Miller, the Brown Shoe Co. 
with Captain Kangaroo, and Michael 
Todd Productions’ theater program 
insert for “Scent of Mystery.” 


Sports Illustrated .. A new ar- 
rival in the field of premium re- 
cordings is the introduction of a 
thin transparent vinyl record so 
flexible it can be rolled into a tube, 
inserted in a cereal box or wrapped 
around a product. It’s a cross be- 
tween a regular vinyl record and 
a paper record in appearance. First 
user appears to be Sports Illus- 
trated. 

The magazine mailed a 6” 33 
flexible vinyl record, featuring 
Jonathan Winters in “The Sound 
of Sport,” to subscribers. It was 
produced for Sound Plus Ine. by 
the U.S. pioneer in paper record- 
ings, Sight ‘n’ Sound Enterprises, 
New York. Sound Plus is in the 
retail toy field, as Toys ‘N’ Things. 

This flexible record is an intrigu- 
ing product of limited use right now, 
and offers no competition to the 12” 
longplaying record, since it flops 
over the edge of the 8” turntable. 
But it has possibilities. Currently, 
it’s undergoing stereo frequency 
tests for full range fidelity. The 
supplier says it comes in almost any 
color. 

Another magazine recently used 
a paper record as an insert. Mad 
Magazine last spring invited its 
readers to “Meet the Staff of Mad” 
in a 5” 33 tearout “starring the edi- 
tor, publisher and all the idiots,” in 
a Sight ‘n’ Sound record. 


>’ Union Carbide Chemicals Co. (J. 
M. Mathes is the agency) ran a 7” 
33 paper record insert page in Mo- 
tor, April 58 issue. This was di- 
rected at service stations, and was 
produced by Sight ‘n’ Sound. 


Louis Marx .. A toy manufac- 
turer, particularly strong these days 
in the missiles and space field, Louis 
Marx packed a paper record in a 
package housing a missile range 
game. On the record, produced by 
Consolidated Lithographing Corp., 
Carle Place, L.I., is the recorded 
sound of a launching at Cape 
Canaveral. The sound dramatizes to 
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the child the toy he’s playing with, 
makes it more realistic. 

Nannette 
the paper 


Dresses has employed 
record as a hang tag for 
its children’s record, 
the child, is 
playable on the phonograph. These 


wear. The 
when taken home by 


tags comprise a series of nursery 
different 
color applying to a different style 
of dress. The Nannette tags are a 
Consolidated Litho Other 
clients for the paper records have 
Hickok Belts, Barth Levitt 
Vitamins and Grosset & Dunlap, 
available via outlet 
and by 


rhymes, each tag in a 


item 
been 
records retail 


pickup, across the counter 
direct mail 


in the field, 
Litho, a display and 
label printer, has branched out into 
field after 
ducing paper records for European 


> The newest supplie: 
Consolidated 
the record supply pro- 
advertisers. Recently, it also entered 
the transparent record field, 
as U.S. manufacturer of Rank 
T.U.P. (thin unbreakable plastic) 
records for J. Arthur Rank, Lon- 
don, and Librairie Hachette, Paris 
publisher. Hachette publishes Son- 
French magazine of 
transparent records spiral bound in 


vinyl 


orama the 


7x716” format. The records here can 


ner 


be made with a basic 7 
in 331 


eighth: of an ounce, are four thou- 


diameter, 
3, 45 and 78 rpms, weigh one 
sandths of an inch thin and will 


sell for 344¢ to 5¢ each 


> A novelty in the record field is the 
mailable unit, which contains both 
record and player. This device has 
recently been introduced by Brownie 
Mfg. Co., 55 Frankfort St., New York 
38, under the trade name “Pop-Up 
Sound-o-Gram.” 

The device fits in a #10 envelope 
When cone-like horn 
pops into shape. On one corner it 
carries a steel needle. On the base 
is a 4” disk. The recipient merely 
inserts a pencil in an off-center hole 
in the disk, puts the needle in the 
groove, and turns the disk until he 
hears the message 


removed, a 


> Out of all this, should come a 
number of suggestions for the po- 
tential user of premium records, 
whether regular vinyl, lightweight 
vinyl or paper 


e A record alone is not enough. 
It has to be sufficiently entertain- 
ing to get maximum benefits. Don’t 
bother with the cat-and-dog rec- 


ords. 


e It has te have top talent, music 
and material. The entertainment in 
personality: or music should be im- 
mediately recognizable, at least past 
the brief introductory selling mes- 
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sage sometimes used. Sell, then shut 
up. 


@ Preferably, it should be tied in 
with other media. Don’t expect a 
record to sell itself. Advertise the 
tv show you'll introduce the pre- 
mium on, and advertise it after- 
wards. Integrate it with point-of- 
purchase. 


e Get your record back to the cus- 
tomer immediately. The record 
could be Caruso in an original from 
the Metropolitan Opera, if that were 
possible, but you’ve hurt a customer 
if you don’t deliver. 


@ Give the dealer a break. Give 
him a free record, for example. If 
he wants the record he’ll probably 
send for it anyway, but beat him 
to the punch. 


© Aim at the high fidelity field. At 
this stage it doesn’t matter whether 
it’s monaural or stereo. At this writ- 
ing it takes a non-existent 
speaker to tell the difference. 


loud- 


® Give the customer something he 
normally can’t get anywhere else in 
a record. Conversely, the outsider 
won't find it in a record shop, su- 
permarket or drugstore. He has to 
come to you. 


® Consider records as a new source 
of customers or prospects. Record 
companies do this in the premium 
field. They can’t normally sell in gas 
stations and jewelry stores. But they 
can get in there with a record cou- 
pon on your coattail. 


@ Don't ask for the old 78 rpm or 
the new 162/3 rpm. (talking books 


Producers of Phonograph Records 


for Sales Promotion 


f 
ving 
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Vinyl Records 

Am-Par Record Corp. 
1501 Broadway, New 

Capitol Records 

ON. Vine St 


Columbia Records 


be} th Av Ne w Y rK 1 
Decca Distributing Corp. 
445 Park Av., New York ! 
Mercury Record Corp. 
5 E. Wacker Dr hi 
MGM Records 
940 Broadway, New York 36 
RCA Victor Record Division 
55 E. 24th St., New York 36 
Rondo Record Corp. 
510 22d St., Union City, N.]J 
Tops Records 
5810 S. Normandie Av., L.A. 44 
Vanguard Recording Society 
154 W. 14th St., New York 11 


indicated t 


are using the 16s at this moment). 
The 78 is passe. Chances are what- 
ever is available in 78s has been 
transferred to 33s and 45s. Keep in 
mind that while the 45s serve a 
useful purpose, there is a switch 
away from them and their dough- 
nut hole to the 33. 


e Paper records are just that. They 
serve a useful if limited purpose. 
Chances are they'll get minimum 
play. But why chance ruining a 
customer’s expensive diamond sty- 
lus with an inexpensive record. Ruin 
the needle and you've lost a cus- 
tomer. 


@ Keep an eye on the 7” transpar- 
ent vinyl lightweight record. This 
probably will supplement the paper 
records, retaining some of the ad- 
vantages of both heavier vinyl and 
paper. 


® Go where the dollar volume is, 
if you can. Singles are two thirds 
of the record unit sales, but only 
one third of the dollar volume. 
There isn’t a premium 45 in my col- 
lection that can beat the warm glow 
I get from a premium 33. 


® Delivery depends upon whether 
the item is one a record company 
normally stocks or is custom made, 
as one record company national 
sales manager points out. Stock in 
reasonable quantities can be made 
in 24 hours. But if a record has to 
be recorded and a special cover 
made for it, the time can run as 
long as ten to twelve weeks, par- 
ticularly if four-color 
involved. 


printing is 


- +. continued on page 39 
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Lightweight Records 

Consolidated Litho. Corp. 
varle Place P.O., L.L., N 

Sight ‘n’ Sound Enterprises 
12 Reade St., New York 


Laminated Paper Records 


Academy Records 
3035 W. Fullerton, Chicago 47 
Columbia Auravision 
799 7th Av., New York 19 
Consolidated Litho. Corp. 
Carle Place P.O., LI., N.Y 
Phono Craft Corp. 
438 W. 37th St 
Rainbo Records 
Lawndale, Cal 
Sight ‘n’ Sound Enterprises 
22 Reade St., New York 
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® Any time there is a trend, there 
is usually a trend away from a trend. 
With the activity centering around 
12” 33 rpm singles, some users are 
seriously considering 2-4 record al- 
bums, to top competition. 


@ Preferably, get your name on the 
record jacket or the label. This is 
more expensive, but since most rec- 
ords are in use a long time, the 
regular impact should do it. If you 
can’t afford a special jacket, a pres- 
sure-sensitive label can be applied 
at little cost. 


> Most unsuccessful record promo- 
tions result from a_ preconceived 
notion on the part of the client as 
to what he wants in the way of a 
record premium. Result: unneces- 
sarily high price for an ineffectual 
product. 

Premium record costs are made 
up, for the most part, of royalties, 
to both artists and publishers. If a 
record company is given freedom 
to design the final product, the pro- 
motion will usually be much more 
effective and less costly than one 
which is dictated by the client. The 
client may not be familiar with the 
record business and certainly can- 
not have the technical knowledge 
necessary to design the most effec- 
tive and least costly end product. 

A great many inquiries are made 
by clients about premium records 
without enough foreknowledge of 
the problems of time and cost, and 
without weighing all the cross-pro- 
motional possibilities 
this medium. 


inherent in 


> It’s difficult, if not impossible, to 
outline a cost range on all the vari- 
ations of custom record promotion, 
according to the advertising direc- 
tor of one of the Big Three compa- 
nies (Capital, Columbia and RCA). 
The performing artist, size of the 
group, packaging, distribution, are 
all involved in addition to the quan- 
tity. Each record is essentially a 
new product, with nearly all the 
same cost variables to consider. But 
the custom service department can 
usually come up with a rather ac- 
curate schedule of costs—once all 
the elements are known. Usually, 
the department will handle every- 
thing from arrangements through 
recording, pressing, packaging. Rec- 
ord companies are old hands at it. 
Again, a point to remember: there 
is a certain factor of selectivity in 
record tie-ins. By far the largest 
number of hi-fi phonographs are in 
upper income homes, among usual- 
ly better read, better educated fam- 
ilies. Almost any promotion using a 
longplaying record will automatical- 
ly select a high percent of this mar- 


ket well worth reaching. 

Capitol Records advertising di- 
rector Stephen Auld adds a point: 
“One phase of the question which 
is too often neglected is the use of 
a standard-product album as a pre- 
mium or in other promotional tie- 
ins. A recent example of this was 
a Schlitz beer tie-in where Capitol 
and Schlitz cross-plugged each 
other with an album by Nelson 
Riddle called ‘The Joy of Living.’ 
The cover was designed around the 
tie-in, a boy and girl in a moun- 
tain snow scene, and of course the 
album’s title was a natural. Radio 
play, incidentally, on a_ standard 
album by a known artist can con- 
tribute thousands of dollars worth 
of free promotional value on a tie- 


in. 


> And again, getting down to cases, 
Decca national sales manager 
Claude Brennan says, “Our obser- 
vation of record promotions con- 
ducted by ourselves and other rec- 
ord companies leads us to believe 
that the most effective promotions 
are those in which the record com- 
panies participate in designing from 
the inception of the idea. A pro- 
spective client who comes to us with 
a problem will be much better 
served than one who comes to us 
with a solution. We can do a better 
job for a client who approaches us 
with specific details of a problem, 
such as information about the mar- 
ket he is trying to reach (age level, 
income bracket, etc.), the type of 
product he is trying to sell, and a 
fairly good idea of the budget in- 
volved. 

“What usually happens is that a 
client will approach us asking if he 
can buy a record for ‘x’ cents and 
wants a yes or no answer by tele- 
phone. We are also frequently asked 
‘Can you give me a record by Bing 
Crosby of ‘— — ——..” | 
don’t know how many I will want 
or when I will want them. How 
much?’ If we are forced to quote a 
price in response to such an in- 
quiry, it must be a price high 
enough to protect us against any 
contingency, and almost certainly be 
so high that the client cannot pos- 
sibly buy it.” 


> A record or premium or promo- 
tional tool is a little bit more diffi- 
cult to buy than a set of cutlery or 
a plastic toy. But a record can be 
much more effective because it is 
possible for a client to add the 
glamor of show business to his pro- 
motion, to use some of the greatest 
entertainment talent to sell his 
product or his idea, to use the uni- 
versal appeal of music to enhance 
the appeal of his product. 44 


New Process Produces 
Quality Film Opticals 


A cartoon character or lettering 
can be superimposed onto a live ac- 
tion scene without black outlines or 
“weaves” appearing, by using a new 
system of producing quality film op- 
ticals devised by Eastern Effects 
Inc., New York optical producer. 

Some of the possibilities of the 
new system are presented in a short 
promotional film produced by the 
company. One illustration shows a 
hand wiping a cake of soap across a 
filmed scene. The area passed over 
by the soap becomes visibly bright- 
er. In a beach scene, writing in the 
sand is washed away by the incom- 
ing tide. In another of the film’s il- 
lustrations, the front page of a news- 
paper is turned to reveal a forest 
scene. 

Called aerial image, the new tech- 
nique offers consistently high results 
with a saving of 25% in time and 
laboratory costs over conventional 
systems, Eastern said. 

Under other systems, the com- 
pany explained, a cartoon character 
was filmed in stop-motion animation 
against a black background. The 
street scene to accompany it was 
filmed on location, and a fine grain 
master prepared from both nega- 
tives. However, when the two posi- 
tives were printed onto the same 
piece of duplicate negative, the re- 
sulting print showed a transparent 
‘artoon character through which the 
street scene could be seen. Addi- 
tional processing steps were neces- 
sary to eliminate the scene visible 
through the cartoon character. 

The aerial image process uses an 
auxiliary unit, basically a stop-mo- 
tion film projector which throws an 
image onto the under side of an ani- 
mation table, for the majority of the 
work. Transparent glass is used in 
the process rather than ground glass. 
The “taking” lens of the animation 
“amera is designed literally to pick 
the image out of the air, Eastern 
said. 44 


Catalog Describes 
Association Films 


The newest catalog of “Selected 
Motion Pictures” of Association 
Films has been issued and is avail- 
able. 

The 44-page catalog describes over 
500 free and rental 16mm motion 
pictures offered for classroom, club 
and organization showings. 

New films include a pictorial his- 
tory of man’s progress from the 
dawn of history to today; the story 
of one day in the life of a certified 
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381 Chapters 


Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘*SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 


is a ‘demand performance.’ 


Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense’ articles in book form as 
a permanent reference work. 


Handsomely-printed and _ lav- 


ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 


coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. Illinois St., Chicago 


1 want————_———- copies of SALESENSE IN 
ADVERTISING. If | am _ not completely 
satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s) 
and my money will be refunded in full 

My Name ———— 


Firm ——_—_-- 





Address Nee 
City — Zz — State 
(1 I am enclosing my check for $ ———— 


0) Bill me later () Bill my firm 
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public accountant; 
of auto 


the relationship 
racing to auto safety; a 
camera closeup of Washington, D.C., 
as seen by veteran Washington edi- 
tors; and a picture depicting the 
world of retailing and career oppor- 
tunities in this field 

Prints of the films are available 
from regional distributors in Ridge- 
field, N.J.; La Grange, Ill; San 
Francisco and Dallas. 
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New Views... 


IAVE Show Visit 
Produces New Viewing 
Possibilities 


Industrial 
Exhibit is a 


A trip through the 
Audio Visual 


really, of 


tour, 
new inventions and im- 
equipment. As _ in 
other advertising 
the audio-visual field grows chiefly 
through the equipment produced for 
it. Among the more interesting new 
finds were the following 


provements in 


almost no area, 


Economy Model A 
Graflex Projector 


lowcost 

the Graflex 

“Instructor 150” 

features pushbutton advance and a 
$39.95 price. 

Other advantages of the filmstrip 


new 
model, 


projector are good design, noiseless 
operation, sharp focusing and opti- 
mum lighting. Unit is 
and easy to operate. 
An illustrated leaflet is available. 


lightweight 
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Viewlex 
Salestalk 


Called a “salesman 
in an attache case,” 
the Salestalk is a 
unit with 
audio equipment in the bottom and 
a 9x12” projection screen built in 
the stand-up top of the case. 

Designed for small group slide on 
filmstrip showing, the unit holds a 
four-speed record player and the 
projector in the 5xllx17” attache 
case. Over-all weight is 14 lbs. Price 
for unit that can handle slides and 
filmstrip, $129.50; unit for filmstrips 
only, $99.50. 

Literature is available. 


self-contained suitcase 
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Visa-Matic A 
Effects 


new range of 
visual effects with 
standard projection 
is now possible with a new inven- 
tion from Visa-Matic Corp., New 
York. 

Designed for color or black-and- 
white transparencies, the Visa-Matic 
technique processes the transparen- 
cies for various effects bordering on 


animation. Once the _ slides are 
treated, the user needs only the 
compact adapter tnat can be used 
on any type projecter. 

A lever, set with numbers, 
smoothly desired effects 
such as before-and-after gradations 
of color, fade-ins and fade-outs of 
captions, backgrounds, etc. Areas 
of maps or portions of charts can 
gradually appear from nowhere and 
build up in intensity to overshadow 
everything else on the screen. Cross 
section or 


presents 


drawings can 
be made to change before your eyes. 

The idea can be 
or front 
on film 


cut-away 


used with rea 
screen projection, or put 
Literature is available. 
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Slide Film Library Shows 
Retail Sales Promotions 


A library of slides on retail sales 
promotions staged by outstanding 
department stores is available from 
the Sales Promotion Div., Natl. Re- 
tail Merchants Assn., New York. 

Depicting 40 different campaigns 
in 11 categories of retail sales pro- 
motion, the slide series show news- 
paper advertising, window, interior 
and department displays; posters: 
mailing participation tech- 
Included with each 
series is a commentary prepared by 
the stores themselves which de- 
scribe the slides and contains the 
copy for many of the ads. 

Specific categories include: 


pieces; 
niques, etc. 


Year-long anniversary campaigns 
Storewide anniversary sales 
Christmas campaigns 
Import fairs 

e New store openings 


© Public 


events 


relations and special 


Prepared under the direction of 
Edward F. Engle, manager of the 
NRMA Sales Promotion Division, 
the series represents 
NRMA sales 
tions. 

A catalog, describing each series 
in detail, is available from the Sales 
Promotion Div., Natl. Retail Mer- 
chants Assn., 100 W. 31st St., New 
York. 44 


winners in 
promotion competi- 


New Tape Unit Mixes 
Music With Commercials 


Complete automation of in-store 
public address systems has been 
introduced with the new “Market- 





eers’ by Tape-Athon Inc., Ingle- 
wood, Cal. 

A tape player that can provide 
continuous background music, the 
‘“Marketeer” provides for voice 
commerical recording on a _ special 
closed-loop cartridge tape. A pro- 
gram-control switch panel allows 
the store operator to pre-select the 
time intervals at which he wants the 
commercials aired. The musical 
tapes have a six-second pause be- 
tween individual selections and this 
pause is the trigger that operates the 
cartridge player containing the com- 
mercials. During the period the 
commercial is on the air, the music 
is automatically stopped. 

The Marketeer is designed for 
standard 101%” tape reels, played at 
a speed of 334” per second. The re- 
sult is eight full hours of continuous 
music without repetition, since 
Tape-Athon Tapes carry two sound 
tracks: one, for when the tape is 
running in one directiou, the cther 
for the reverse. Automatic reversing 
switches change the direction of the 
reels at the end of the tape. At the 
same time, the sound system is 
switched to a second magnetic read- 
ing head to pick up the new sound 
track. 

The commercial cartridge may be 
locally recorded, or sent to Tape- 
Athon for recording by professional 
announcers. A one-week service is 
provided for these customers. The 
Marketeer can be connected to the 
light switches so the background 
music and commercials start when 
the store doors are opened and con- 
tinue till they close 

Additional information is avail- 
able from Tape-Athon Inc., 523 S. 
Hindry, Inglewood, Cal. 44 


Kit for Graphic 
Control Offered 


A kit containing material for 
planning a graphic visual control 
has been issued by the manufactur- 
er, Graphic Systems, New York. 

The kit has many suggestions for 
picturing facts graphically for pro- 
duction, scheduling, inventory, 
maintenance, sales and other appli- 
cations. 

Used as a sales promotion tool by 
Graphic for its Boardmaster Visual 
Control, the kit contains 25 ideas for 
tailoring a system to individual re- 
quirements, a booklet picturing typ- 
ical uses of a visual control, a plan 
sheet for plotting a system on paper, 
and sample strips of cards to deter- 
mine the best visible method of 
posting data on the board. 

Copies of the kit are available. 
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FILM 


REVIEWS 


In this column, we expect to describe and to comment on mo- 
tion pictures and filmstrips in the fields of advertising and sales 
promotion, both those which pertain to promotional techniques 
and those which are themselves promotional tools. Productions 
will not be included in this column unless they have been seen 
by a member of AR’s editorial staff. Producers and sponsors 
having films they wish reviewed are invited to send a descrip- 
tion to AR Managing Editor, so they may be scheduled at our 


regular showings. 


Industrial Use of 
Photography Told 


Quite often a film takes on an 
encyclopedic assignment. It  at- 
tempts to tell all about a complex 
technique or in- 
stitution. To the 
layman, the film 
projects so much 
information that 
little is retained. 
To the expert, 
much of what is 
projected seems 
too elementary to 
be important. 

These were some of the problems 
faced by the producers of East- 
man Kodak’s “Functional Photog- 
raphy In Industry.” To an indus- 
trially sophisticated audience, the 
film’s careful spelling out of the 
birds and bees of photography and 
industry may seem labored. Others 
may find many of the sequences in- 
teresting and informative. But there 
is the danger that many will feel 
swamped by the many processes 
and techniques that tumble from 
the screen in rapid order. 

The film explains high speed 
photography, photomicrography, 
time-lapse photography, spectrog- 
raphy, microfilming and _photo- 
copying. It explores the use of 
photography as a teaching, sales 
and production tool in both the 
factory and the office. Also con- 
tained in the film are sequences 
showing photographic 
in instrument 


film 


review 


techniques 
recording, in geo- 
logic surveying, in astronomy, and 
in recording the receding views of 
the earth and the earth’s curva- 
ture from a test rocket. 

If in your situation, industrial 
photography is to be used for the 


first time, or is to be expanded, 
this film may be of value to help 
explain your objectives. 

It is a Kodachrome, 16mm sound, 
27 minutes in length, and is avail- 
able from the Audio-Visual Serv- 
ice Dept., Eastman Kodak Co., 
Rochester 4, N.Y. 44 


Wide Screen Filmstrip 
Without Expense 


For a series of dealer meetings, to 
be held all over the country, the 
Truck Parts & Service Division, In- 

ternational Har- 

vester Co., wanted 

to have the effect 

of a wide screen 

filmstrip, but did 

not want to go to 

*s the expense of 

film getting either spe- 

review cial anamorphic 

lenses or of rent- 

ing projectors with 
the new proportions. 

In looking for a_ solution, IH’s 
agency, Wentzel, Wainwright, Pois- 
ter & Poore (now Wentzel & Pfluge) 
turned to Academy Film Produc- 
tions, Chicago. Academy came up 
with the idea of using only the cen- 
tral portion of a standard filmstrip 
frame, masking out enough top and 
bottom to give the wide screen ratio 
of 1: 2.66. 

The production combined both art- 
work and photography, with special 
use being made of the unusual 
shape. Live photography was shot 
on 4x5” Ektachrome, but with com- 
position planned so the proper crop- 
ping could be done. Color selection 
was also based on the realization 
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Satisfy that yen you've had to work on a truly 
flat Bristol Board—Crescent has it— 
vellum or plate finish. 


See your dealer for samples! 


MAN 


Formerly Chicago Cardboard Company 
1240 N. Homan Avenue « Chicago 51, Ill 


... A PRESSURE- 
SENSITIVE RUBBER CEMENT 
THAT YOU CAN PASTE DOWN-— 
PICK UP AT WILL jp“) 


You need no solvents to position 
and re-position your layouts 


Spreads evenly and smoothly 
Non-wrinkling and curl-proof 
Transparent 


Non-staining 


At your favorite art supply store, or write for your nearest dealer 


COLUMBIA CEMENT CoO., INC. 
Quality Adhesives Since 1919 


146 Ingraham Street Brooklyn 37, N. Y. 
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that only a third of the normal light 
was being used. 

While care had to be taken during 
production, when it came to projec- 
tion, no special equipment or prep- 
arations were required, other than 
to get a screen of the proper ratio, 
or to mask off a standard square 
shape. 

Entitled “Follow Thru—Promo- 
tion for Profits”, the sound filmstrip, 
running about 20 minutes, can be 
borrowed by agencies and adver- 
tisers interested in the technique, 
through Academy’s executive pro- 
ducer, Bernard Howard, at 123 W. 
Chestnut St., Chicago 10. 44 


Training Film Pinpoints 
Crucial Sales Efforts 


A new filmstrip, designed for use 
in sales training programs, empha- 
sizes the importance of selling hard- 

er than is the 

usual practice. En- 

titled “The Sale 

that Turned the 

Tide,” the 15-min- 

ute sound strip, 

ve in full color, tells 

film the story of a 

review sales manager who 

sent four of his 

salesmen to bak- 

eries, with instructions to order a 

loaf of white bread, but prepared 

to buy anything the clerk suggested. 

Only one of eight clerks tapped the 
potential market. 

The strip is a vivid illustration of 
the need for more selling, and 
should fit into the sales training 
program of a wide variety of in- 
dustries, since its lesson is not lim- 
ited to any particular product. 

Produced and_ distributed by 
Close & Patenaude, 1617 Pennsyl- 
vania Blvd., Philadelphia 3, a single 
print sells for $99.50, with reduc- 
tions for quantity. At this price, it 
is advisable to take advantage of 
C&P’s offer of a demonstration 
showing before purchasing, just to 
make sure that the strip fits your 
particular needs closely enough to 
be used frequently. 

Of especial interest is a new tech- 
nique, which the producers have 
called ‘Magniscene.” Instead of 
using flat artwork, cut-out card- 
board pieces are placed in a minia- 
ture set and photographed. This 
gives an added feeling of depth, and 
is claimed by the producers to lead 
to a more economical production. 
Their collection of cutouts now con- 
tains well over 2,000 figures, props, 
furniture, etc., suitable for custom- 
made productions. 44 





Weet 


FRESHIE 


Super Salesman 


Here’s how an unromantic product was given 
an air of fun and a touch of glamor, by the 
consistent use of a cartoon character. 


An impudent youngster with a 
stub nose and a derisive expression 
has made, in just over a year, a 
deeper impression on the auto parts 
business than most adults do in a 
professional lifetime. 

He is “Freshie,”’ a cartoon char- 
acter by William Steig out of Camp- 
bell-Ewald, Detroit, who has be- 
come a symbol of the qualities of 
of the Delco Battery marketed by 
United Motors Service. 

“I wouldn’t say Freshie has taken 
over completely,’ comments Syd 
Cowan, advertising manager of 
UMS, “although he probably would 
if he could. He’s that type of guy. 
It seems he gets into about every- 
thing. He’s on television and out- 
door posters. He’s in newspapers 
and magazines. He goes right along 
with merchandising and sales pro- 
motion kits. 

= suppose Freshie has appeared 
in print alone a couple of million 
times. And if anyone wants to dou- 
ble the estimate, I'd be the last to 
argue.” 

UMS likes Freshie because he 


epitomizes what the company is try- 


ing to sell. The Delco Battery is 
tough, spirited and durable, Mr. 
Cowan points out. Further, it stays 
fresh indefinitely, living up to an- 
other characteristic of the Steig 
creation. 


> Clyde “Buck” Bennett, supervisor 
on the UMS account, gives credit to 
Al Schroeder, Campbell-Ewald art 
supervisor, for bringing Freshie to 
light. Mr. Schroeder says “No, Dick 
Hern and Charlie Foote, who 
worked on the account, deserve 
credit.” But if you stick with Al 
Schroeder long enough, the story 
comes out this way: 

“We've got a_ six-year-old, no 
better or no worse, I guess, than the 
rest of them. Impatient. Active. One 
day, after he’d slammed the front 
door 15 times, coming and going, in 
15 minutes, my wife said, ‘Gee 
whiz,’ or something to that effect. 
‘If there were only some way to 
harness all that energy.’ 

“T was thinking about batteries at 
the time and didn’t pay too much 
attention to this highly original re- 
mark. Then, slowly it began to per- 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive 
Our quality is superb. 

Our service unexcelled 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 
QUANTITY cost 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. F @ Telephone: MI chigan 2-5651 
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There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


\. to cover cost 
Sas \ of packing and 
mailing will 
bring you — 


TCC eee 


— The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


READY-TO-USE CARTOONS 


ft Put Bounce in your Bulletins ! 5000 pro- 

Y fessional repro proofs sent to you now 
800 all-new proofs in spiral-bound Annual 
each year. B. F. Goodrich, General Mills use 
‘em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs 


© 7 STIVERS STUDIO ~ BOX 3684 - SAN FRANCISCO 19, CALIF 
in ar for march 
A Guide to the 
Specialty Advertising 
Industry 
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Original Sketch This 
The reversed R 


rough for an outdoor poster was Freshie’s 
tested in a percentage 


first appearance 


f the locations, brought varied reactions 


a bill poster refused to continue until the lettering was checked; a school teacher com 


plained f the bad example a small 


busine claiming his 


meate. What has more energy than 
a small boy? A battery. What kind 
of a battery? A Delco Dry Charge 
Battery!” 


> Al restrained himself from rush- 
ing to the office. Being Saturday, it 
wouldn’t have done much good. But 
on Monday the idea still felt hot. 
He discussed it with fellow artists 
They liked it. He talked to the ac- 
count group. They liked it. Twenty 
roughs were produced. The client 
liked one more than the others, but 
they liked that one plenty. 


> The finished artwork assignment 
went to Mr. Steig without a quibble 
When the advertising objective was 
considered, he seemed a completely 
logical choice. The inimitable style 
of his “Small Fry” cartoons fitted 
specifications. By unanimous accord, 
Freshie was Steig stuff. 

“Confidentially, all I did was re- 
draft the rough,” Mr. Steig says. “I 
didn’t even have to change the kid’s 
clothes.” 


>» Freshie made his debut on a bill- 
board in September, 1958, in a spe- 
cial West Coast sales campaign. To 
make the youth tie-up a little 
stronger, some of the letters in the 
headline, “100°, FRESH” over a 
picture of the battery, were re- 
versed. (Freshie has been found 
since to be a notoriously poor spell- 
er.) The campaign was a huge suc- 
cess and praise for the warm, 
friendly tone of the Steig drawing 
resulted in Freshie’s survival. 
“Because he has simplicity and 
humor,’ declares Mr. Bennett, 
“Freshie is almost perfect for all 
types of advertising and promotion. 
He may be readily adapted to ani- 
mated television cartoons, print lay- 
outs and gimmicks. His impish pos- 


town sign painter asked for General Motor 


wn work never permitted such ‘mistakes 


turing at the side of copy encour- 
ages people to read text they might 
otherwise disregard.” 


> The “Freshie” character enables 
Delco Battery to impart a personal- 
ity to a heretofore rather uninspir- 
ing item of merchandise. Any stor- 
age battery has very little emotional 
appeal which can be developed and 
exploited in advertising or mer- 
chandising. 

Freshie has the double utility of 
being flexible for use in all the media 
of promotion and advertising, still 
retaining his basic character as a 
symbol of freshness. He remains the 
appealing, though somewhat mis- 
chievous, spirited little boy we all 
know. 

Delco uses Freshie to coordinate 
all advertising and promotional ef- 
forts at every level of sales and dis- 
tribution, helping to weld them all 
into a more powerful and effective 
selling force. From posters, pen- 
nants and counter cards for use in 
wholesale business, 
through catalogs and selling folders 
for wholesaler salesmen to product 
information material, sales bro- 
chures, point-of-purchase displays 
and premiums for retailers, Freshie 


places of 


To Show off Product 
with pride in counter 
Planned Sales Ltd., Detroit 


Freshie points 
display from 





either fish or cut bait... 


This is an old chestnut that digs deeper than the surface. There is only one way to do the job right 
g 
. professionally! The artist-designer approaching his work often decides that letting well enough 


alone is fine today, but what about tomorrow ... has he improved or advanced professionally? 


Well, here’s a bit of helpful advice ... when it comes to papers on which to produce your best, regard- 


less of technique, select one of these 3 layout pads. Tops for every purpose. 


DALTON “ADMASTER” Nothing finer, nothing compares for layouts and visualizing, 


2 surfaces, 4 weights. Also available for fluorographic work (No. 406R). 


AD-ART The best general purpose layout paper. 
ART-VEL Excellent tracing, layout and inking vellum. 


Once you work with one or all of these pads, you’ll learn why thousands are sold every week to art 
studios, ad agencies, display departments and free-lance designers everywhere in the U. S. 
Decide now to see your local art supply dealer and ask for them by name. 
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VISUALIZING 


end tayvoutT 
TRACING PAD 


& 


Write for free 4 x 6” sample pads on your letterhead. 


DEPENDABLE 


2, ee 
geo > il e ru fa ri & paper co., inc. metuchen, n. 7. 
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is always present, unifying the pro- 
gram 

All this is tied in effectively with 
Delco Battery national advertising, 
in tv, national and business maga- 
zines and outdoor boards. It always 
features Freshie in close association 
with a Delco battery 


> Freshie is an important factor in 
helping local retailers tie in strongly 
with national advertising. Consum- 
ers are not only exposed to a brand 
name but the awareness of that 
brand name is increased through 
the association of the character o1 
symbol of Delco freshness as per- 
sonified by Freshie and the Delco 
100°;, Fresh Dry Charge them« 

The favorable experience enjoyed 
through Freshie’s first year has been 
enough to assure his continued as- 
sociation with Delco. The characte 
and relationship is only now begin- 
ning to be established to a degree 
where it can be fully exploited in 
merchandising, promotion and ad- 
vertising 


>’ As an example of the degree to 
which Freshie is exploited, point- 
of-purchase materials, such as bat- 
tery stands, are shipped to dealers 


> 


F100 FAESH 


me 


in the Window A formed plastic di 
play, in full color, picks up poster theme 
Poster Product Chicago was the pro 


ducer 


Combination Camera, 
Table, Board Offered 


A combination copyboard camera, 
light table and adjustable 25x35” 
drawing board is being offered by 
M. P. Goodkin Co., Newark, N. J. 

The unit, the Goodkin Swivel- 
Top camera, is designed to save 
space and cost as a result of its 
three-in-one application. An added 
feature is a special adjustment per- 
mitting the operator to readily 
change from the angle and work 
surface of the camera to any posi- 
tion, from vertical to horizontal, 
that best suits his working comfort. 
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Tans for new batery? Replace sow 
ith 4 Dice Dry Charge and get thie 


Generous Freshie The same pose ap 
peared again in this premium promotion 
piece, developed for Delco by Robinson 


& Seidl 


in cartons which have Freshie on 
the outside 

Freshie will be found in every 
possible place to represent a Delco 
Battery. Formed plastic 3-dimen- 
sional displays, small 3-dimensional 
counter cards, posters, banners, 
sales literature, catalogs, “how to do 
it’ brochures, instruction sheets, 
cartons, shipping boxes, labels, en- 
velopes and even emergency road- 
side flares and electric clock premi- 
um display easels, all carry Freshie 
in one pose or another 


> Campbell-Ewald has some 25 dif- 
ferent Freshie drawings on file. The 
Steig price scale varies somewhat 
with the medium. However, once a 
figure has appeared in mass circula- 
tion, it can be reprinted in catalogs, 
folders, etc., provided there is no 
alteration in line 

Mr. Steig gives the agency almost 
immediate service on orders. A 
rough mailed to his home in the 
East will be back in finished art 
form within four days. 

“It’s a pleasure,” grins Mr. Steig. 
“No matter how much they think of 
the kid in Detroit, I go for him, too. 
Remember, I’m his mother, artificial 
insemination or no.” 44 


Priced at $450, the product has 
an enlargement and reduction range 
of 4% times; an 18x23” viewing 
area and a copyboard of 171x22”. 
The entire unit occupies a floor 
space of 27x37” 44 


Desk Trimmer Made 
By New York Firm 


A desk trimmer designed to elim- 
inate scissors and razor blades for 
cutting photos and art preparation 
materials, stats, negatives, and sin- 
gle sheets has been introduced by 


Michael Lith Sales Corp., 145 W. 


Pay Va meee) her) 
with TRANSLITES 
RCCL a tb 


Kraft Foods displays ring up 
sales through taste-tempting 
action-getting TRANSLITES in’ 
full color (as pictured at right). 

Eye-catching lighted displays 
by Black Box are now within 
easy reach of modest budgets 

Two-sided printing achieves 
deeper dimensions, more vivid 
colors . with or without 
backlighting 

Contact your local Black Box 
Sales Counselor today. SAVE 


with ‘‘One-Source”’ service! 


Experienced counsel fits the r 
translites to your exact need (a) 
ne ae GO) in? (eee ici TL 
(c) on pa with acetate laminat 

n plastic sheet 

Oe Teel) ae Lae ea 
phot with 

antes acilities 
4. Attractive, practical shadow t 
| en Nia) el duction yes, ever 
ST uh 
§. AND — the finest TRANSLITES y 
buy er Meelis 


y Get acquainted with 
Black Box Collotype today! 


Sales Representatives 


Massillon, Ohio 
Phone: TEmple 3-6015 
Detroit, Mich Pittsburg 
TUxeda’ 5-5551 ATlantic 1-119 
Rochester, N.Y. 
Phone: GReenfie hi 
Indianapolis, Ind. Ci innati, OF 
Liberty. 7-165 tfreld 1-3545 
Bellevue, Wash 
ti Me eae Tein 
Roanoke, Va Dallas, Tex 
Diamond 4-395 WHitehall 3-7 
St. Louis, Mo 
Phone: OLive vu. 


Minneapolis, Minn. Des Moine: 
FEderal 6-6878 aan 


Kansas City, Mo 
Phone: BAltimore 1-1933 


Los Angeles, Calif 
Phone’ MAdison 4-648¢ 


BLACK BOX 


BLACK BOX COLLOTYPE 
STUDIOS, Inc. 
Photogelatin Printers 

4840 W. Belmont Ave., Chicago 41, III 


as 6 








Q Winning Combination! 


This is a sample of screenless Collotype printing. 
KRAFT made the food... TRANSLITES by Black Box 
help sell it. Realistic, fade-proof printing in full color 

on paper or plastic—can help sell your products, too. 
Surprisingly economical! Call or write today! 


AVenue 3-0262 
BLACK BOX COLLOTYPE STUDIOS, Inc. 


ad Photogelatin Printers vy 


4840 W. Belmont Ave., Chicago 41, i. 


Representatives in principal cite 


EXCLUSIVE BLACK BOX “COLLOTONE” PROCESS 
TEAR OUT THIS SAMPLE AND HOLD TO THE LIGHT 





45th St., New York. 

Called the Lightning desk trim- 
mer, if come in three sizes, 143,”, 
18” and 26”. Exposed parts are 
nickel plated and polished. It is light 
enough to be portable. 

Prices start at $34.95. 44 


Brochure Tells About 
Cronapaque Print Film 


A brochure of interest to photo- 
grammetrists and industrial pho- 
tographers has been issued by du 
Pont explaining the qualities and 
uses of the company’s Cronapaque 
print film. 

According to du Pont, Crona- 
paque is semi-opaque, produces 
crisp prints of a rich black, holds 
its size, lies flat, is flexible and has 
good strength. Colored filters are 
used to adapt it to negatives of 
varying contrast. 

Suggested uses include displays, 
artistic renderings, permanent his- 
torical reproductions, aerial inven- 
tories, studies of the universe, name 
plates or placards, photographic 
prints for making maps, identifica- 
tion cards, copies of plans and maps, 
lasting photographs and graphic art 
applications. 

Copies of the brochure are avail- 


able 
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Two Color Printing 
Selector Published 


Elimination of some of the specu- 
lation in two color printing is pos- 
sible through the use of 200 con- 
temporary colors, Ghent Oertel and 
Associates, Houston, the publishers, 
say about their reference work. 

Each one of the book’s 200 pages 
shows an advertising color in 100- 
screen combinations with black, a 
bar of solid and nine screen per- 
centages of the color. 

By use of the guide, the publish- 
ers, say it is possible to: 


e know how a halftone will print 
in a second color before it goes to 
press 


e select the right color for duo- 
tones. 


e check an overprint in black for 
readability. 

percentage for type or line art sur- 
prints. 


A folder with a sample page is 


available. 
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cat PLaza 3-4943 
Order by name from 

Style Specimen Book 

sent on receipt of 25c to 


cover postage and handling. 


E°LIN E 

"yy EE: 
EROOFS 
EV ER 


neatest trick of the 
year by the greatest 
exponent of trick 
photography and 
process lettering 
since 1937... 
REDUCING THE PRICE 
IN HALF FOR 


NOW 50¢ A WORD 


Now get 2 words for the 


former price of 1. No excep- 


tions! Scripts or Roman! 
Every style in our complete 
Film Lettering Library. 

24 hour service. Mailed 
anywhere in the U.S. A. 


Co., Inc. 
305 East 46th St., New York 17 


> 


SERVICE TYPOGRAPHERS INC. 
723 S. WELLS ST., CHICAGO 7, ILL. HArrison 7-8560 
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QUANTITY 


Photos Sel// 


BULLS 


They couldn't send sample Bulls, so 
they sent glossy photos. If you can’t 
send your product, send a photo. 


ra) ie 
i 


GLOSSY 
mit E ODS 
QUANTITY Photos will sell for you, 
because they are QUALITY photos. 


8x10 ae PHOTO a LIST 


_Number 25 100 
“Price ea. 15¢ = 9i’Ac 


Write for complete Price Catalog 


QUANTITY PHOTO CO, 


119 W. Hubbard St. © Chicago 10, Ill. 


EACH 
Tam li 
of 100) 


ATTENTION 
GETTERS! 
DOUG MACK’s 
*““MOPPETS"’ 


Hundreds available 
Exclusive use 
Low Priced 
Outline specifi 
ampaign for 
| DOUGLAS MACK Secretary aes 
secretary, now 


1550 Church St., San he's quitting 
| Francisco 14, Calif 


BRILLIANT/(\ ACCURATE/ LOW IN COST/ 


GEM Color —TOP QUALITY letter- 
press printing ot LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


(apis Fadnpiss of Nash, Ss. 


rar) get! SECOND ST MILWAUKEE 4, WIS 


ok PLASTIC DECALS! 


Tough, permanent, waterproof Vinyl Plastic 
applied without water under all 
weather conditions. Write for free 


TODAY ! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


NEW DeEcais 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


samples and estimate 
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162 Original Cartoons 
Offered in Portfolio 


Yankee Clipper, Volume Two” 
the new clipbook of cartoon art of 
American Mail Advertising, Boston, 
has been issued 

The book 


drawings 


contains 162 original 
divided into categories 
Cavemen, Chil- 
Nineties, Hillbillies and 


Holidays. The cartoons are appropri- 


such as Animals, 
dren, Gay 


ate for use in direct mail, newspa- 


pel ads, meeting notices, cartoon 
letters, contest announcements, bul- 
letins, magazine illustrations, sales 
presentations and other printed lit- 
erature 

Use of the 


you have 


cartoons is varied. If 
a stencil duplicator, the 
cartoons can be traced on a maste! 
stencil. For offset, you can paste the 
cartoons in position for photograph- 
ing. For letterpress, a line cut can 
be made by an engravet 

The company will send, free, a 
showing seven car- 


sample _ sheet 


toons from the 36 page portfolio 
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Brochure Explains How 
Service Covers South 


Information from the southern 
states, from Virginia to Florida, may 
through the Hazick 


Photo-Reporting Service, the or- 


be obtained 


ganization reports in a_ brochure 
outlining its services. 

Hazick writers and photographers 
will gather and organize field in- 
formation for its clients to be used 
mailing 


articles, the 


in advertisements, pleces 


and trade brochures 


explains. Services offered include 


case histories, advertising photo- 
graphs and publicity reports. Equip- 
ment used includes tape recorders 
and cameras ranging from 35mm 
slide to motion-picture sound-on- 
film 

Copies of the brochure are avail- 
able 
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Four Color Process 
Guide Is Published 


To provide what it describes as 


“a scientific, accurate, objective and 
orderly system for determining the 
precise color you want,” the Graph- 
ic Publishing Co., New York, has 
issued “The Four Color 
Price is $110 

The guide is designed to help de- 
signers, art directors and production 
determining the precise 
color, as it will appear in print, that 
they want 

The publishers point out that 


James McNeill Whistler, the Ameri- 


Process 
Guide.” 


men in 


can painter, called mauve “pink 
trying to be purple.” Other artists 
might not agree, there might be 500 
shades of mauve (or any other 
clearly different and quite 
indescribable. Because of this sub- 
jective 
Graphic says it felt the 


color) 


factor in color concept, 
need to 
place color specifications on an ob- 
jective and orderly basis. 


A sample insert from the guide 
is available. 
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Dry Mounting Process 
Described in Booklet 


offset 
often be a 


Mounting materials for 
printing 


time-consuming and messy job 


layouts can 
especially when you are working 
with thin 
ments, 


papers, animal parch- 


certificates and other less 
common materials. 

Seal Inc., Shelton, Conn. has is- 
sued a 20-page booklet explaining 
how its Seal Dry mounting process 
eliminates glues, pastes and water 
through the application of heat ap- 
plied by a drymount press. 

Copies of the booklet are 
able 


avail- 
. for more details circle 212, page 115 


Eraser in Holder 
With Clip Offered 


A twin re-fillabl 
holder with a pocket clip attached 
has been introduced by Weldon 
Roberts Rubber Co., Newark. 

Named the Twin Jet, it is de- 
signed to rid papers, ledgers, draw- 


erasel in a 


ings and documents of errors and 
smudges through the use of red 
while gray 
for erasing ink writing, typing and 
business machine writing. 


rubber rubber is used 


Each eraser is over two inches 
in length. Diameter is approximate- 
ly that of a pencil. The length of the 
extending from the end of 
the holder can be regulated easils 
by unscrewing the nib at either end 
and pushing the 
with a twisting motion. 44 


eraser 


eraser outward 


Mucilage in Squeeze 
Bottle On the Market 


White mucilage in a_ handy 
squeeze bottle is now being mar- 
keted by Wilhold Products Co., 678 
Clover St., Los Angeles 31. The 
company says that it has applica- 
tions in arts, glitter decorations and 
packaging and is suited for such 
chores as mounting pictures, padding 
mimeo forms, mending. Under the 
brand name of Chic, the mucilage 
is available in a 1% ounce size at 
39¢. 44 





Simulated Fl 


ights 


Stimulate Sales 


Well-traveled Cockpit . . 


. Ready to give visitors a simulated 


flight, this mock-up is the feature of the exhibit booth. In true 
aviation tradition, its appearances are logged in 


To demonstrate a set of flight instruments, 
Chicago Aerial Industries built one into an actual 
cockpit, and let visitors see for themselves 


Difficulties in demonstrating the 
advantages of highly technical prod- 
ucts and services are often faced 
by the men responsible for pro- 
moting them. 

This problem was encountered 
on a recent project by Dick Schram, 
director of public relations, Chicago 
Aerial Industries Inc., Melrose 
Park, Ill. It was Mr. Schram’s re- 
sponsibility to demonstrate graphi- 
cally the advantages for pilots of 
high speed aircraft, his company’s 
new unit, Visual Integrated Pres- 
entation, or V.I.P., at shows and 
exhibits. 

To better understand Mr. 
Schram’s predicament, a_ descrip- 
tion of V.I.P. is in order. It is pri- 
marily optical instrumentation 
which correlates any of the multi- 
tude of mechanical and electronic 
indications important to a_ high 


tats a 
€: 


Distinguished Visitor Werner Von 
Braun qualifies as a V.1!.P. pilot, when 


visiting the exhibit. 


speed aircraft’s operation, and 
graphically presents this informa- 
tion directly to the pilot for his 
ready and instant evaluation. Chi- 
cago Aerial feels that there are 
many advantages to this type of 
presentation, pointing out that the 
pilot need not shift his gaze from 
the V.I.P. display to windshield, 
with resultant disorientation. 

To best demonstrate the advan- 
tages of V.I.P., it seemed apparent 
that an actual flight in a plane 
equipped with the device would be 
the best technique. Yet, for shows 
and gatherings, such a 
offers obvious difficulties. 


method 


> If he couldn’t get people at shows 
and exhibits to an airport to see 
the advantages of V.I.P., Mr. 
Schram decided to bring the air- 
craft to them, or at least, a fac- 
simile of a plane. 

His first step was to have a cock- 
pit designed and built by Alexander 
Scale Model Co., Grand Rapids, 
Mich. It was equipped with a V.LP. 
mock-up on the control board. The 
rear section swung back and re- 


volved so guests of an exhibit of 


Aerial could enter and 
assume the position of a pilot in a 
plane. 


Chicago 


> Mr. Schram explains the next 

steps in the cockpit presentation: 
“Since the V.I.P. concept is based 

upon optical, rather than electronic. 


methods of data presentation, we 
felt that the optical system used 
must be of unusual quality to most 
effectively show the versatility of 
optics. In addition, since an aerial 
view of the world below the air- 
craft is what V.I.P. conveys, our 
guests had to feel that they were 
actually viewing the real 
from an airplane in flight. 

“In order to do this, it was neces- 


world 


sary to create an image in space, 
rather than project a picture upon 
a flat screen. We found it necessary 
to design and build our own projec- 
tor, lens elements and slide mag- 
azine system to present the various 
modes of operation, and the various 
types of flight mission. 

“In order to simulate the optical 
clarity obtainable with our naviga- 
tional and _ reconnaissance aerial 
viewfinders, it was necessary to 
maintain exact position of the 18 
slides or views in the presentation. 

“This was accomplished through 
the design of a unique ‘Ferris wheel,’ 
or as one engineer described it, ‘a 
non-ferrous wheel since it’s all alu- 
minum. In any case, through its 
use, the slides were exactly posi- 
tioned. 

“Since we 


wanted the cockpit 
completely 


automatic, we were 
forced to design a complex elec- 
tronic system in conjunction with 
the taped narrative explaining the 
cockpit concept. A binaural system 
was used, one half of the tape con- 
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SPECIAL! “EYE OPENER” KIT 


CLIP BOOK ART 


DOZENS OF DIFFERENT 

ART PROOFS 

— ALL READY TO CLIP 

AND USE 

ACTUAL $15 VALUE, 

NOW ONLY 
Money-saving introductory offer to 
prove “Clip Book” art can save you 
time and money. And give you top 
quality art in the bargain! Used by 
top advertisers for ads, printing, pub- 
lications, direct mail, audio-visual 
aids, etc. Offset, letterpress, silk 
screen, film. Only $1.95 and no 
strings attached! Your paste-up kit 
will include many samples from 
“Art Director's Clip Kit’ and “Clip 
Book of Line Art” .. . line drawings, 
pre-screened halftones, lettering, two- 
color art, Grafiklines. Enough ready 
to-use art for dozens of paste-ups. 
Satisfaction guaranteed no obli- 
gation. Merely attach check for $1.95 
to your letterhead and ask for your 
“Eye Opener” kit. (Only one to a 
customer and new customers 
only!) 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


Multiplex Panels 
for ready reference 


Photos, charts, production records, maps, 
etc. can be kept at eye-level, finger-tip 


accessibility with Multiplex swinging 
wing-panels. Also ideal for conferences, 
sales meetings, employee communications, 
lobby exhibits, libraries, etc. Typical unit 
shown above provides 167 sq. ft. of dis- 
play area! 

Panels are steel-framed fiberboard; 
sizes from 18” x 21” to 48” x 96”; wall 
models, floor models, table models. Office 
furniture colors. For complete informa- 
tion and prices, mail the coupon. 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 North 10th St., St. Louis 1, Mo. 
Please send literature on Presentation Panels 


eeeccsescesecseceed 


taining the narration by Larry At- 
tebery, a staff announcer at Chi- 
cago’s WBBM, and the other half 
utilized for hypersonic signals to 
actuate the slides at the proper 
point in the narration, and to auto- 
matically rewind the tape. The re- 
wind is accomplished automatically 
at the end of the narration, when 
the viewer cockpit. 
“The narration is started auto- 
matically when the pilot seat is 
rolled into place by the occupant, 
and an aerial view of Chicago ap- 
pears as the first scene. After a brief 
discussion of the V.I.P. concept, the 
‘pilot’ is taken on a complete flight, 
from takeoff through cross country 


leaves the 


navigation, target identification by 
means of radar and infrared sen- 
sors, weapon delivery, and return 
to a final landing at Chicago’s 
O'Hare Field. All the scenes were 
especially from the 
air for the presentation by our Chi- 
cago Aerial Survey Division. The 
entire presentation lasts 6 minutes, 


photographed 


20 seconds.” 


> To get the full promotional ad- 
vantage from the use of the cock- 
pit, Mr. Schram and_ Leonard 
Primer, Leonard Primer Advertis- 
ing, Chicago, 
auxiliary 


developed _ several 
techniques. At some of 
the shows, a press party is sched- 
uled for the 
official 


which a 


evening before the 
opening of the event at 
12-page booklet about 
V.LP. is included in the material 
supplied to the newspaper men at- 
tending. This booklet is given to 
each guest who enters the cockpit 
during the show. 

Prior to entering the cockpit, 
each guest enters his name in a 
V.LP. log book. Shortly after, the 
guest letter from Mr. 
Schram which reads: 


recelves a 


“It was our pleasure to have you 
as a guest pilot in Chicago Aerial 
Industries’ V.I.P. cockpit mock-up 
recently. We sincerely hope that 
your flight was interesting and in- 
formative, and just to remind you 
of CAI’s new concept in integrated 
data display and flight instrumen- 
tation, I'm enclosing V.LP. 
Qualification Card. 

“Your V.I.P. Qualification Card 
number is on file here at V.LP. 
home hanger, and you’re most wel- 
come to visit us at any time and 
exercise the privileges of 
Qualification Card. 

“Thanks again, and happy land- 
ings!” 


your 


your 


>» According to Mr. Schram, “to date, 
a total of 952 V.I.P. cards have been 
issued, although the number of per- 
sons who have flown in the cockpit 
far exceeds that number.” 


The cockpit, approximately 10’ 
long and 41%’ wide, has proven an 
attention-getter wherever it has 
been shown . . . Lockheed Aircraft, 
North American Aviation, and the 
Ambassador Hotel, all in California, 
and at shows and exhibits at other 
points in the country. But to make 
sure that it is noticed, Mr. Primer 
usually schedules a full page ad in 
aviation business publications to 
run concurrently with the show. 
The ad has created an additional 
flow of inquiries for more informa- 
tion on the system, Mr. Schram 
said. 44 


British Exhibition Selects 
American Exhibit Builders 


Five American exhibit builders 
have been commissioned to build 
displays for the British Exhibition 
scheduled at the New York Colise- 
um next June. 

All New York organizations, each 
American company will work ex- 
clusively with a London company to 
obtain uniform results for exhibi- 
tors. 

The exhibition will be sponsored 
by the Federation of British Indus- 
tries with the backing and support 
of the British government. 

Sir Norman Kipping, director 
general of the Federation, said that 
applications for display space al- 
ready received “assure us of the first 
comprehensive British exhibition 
ever staged in the United States and 
a most outstanding event.” 

D. A. Lamb, general manager of 
the Exhibition, said the displays will 
show “all that is best and most ad- 
vanced in British industrial products 
— both consumer and _ capital 
goods.” 

American exhibit builders include 
Ivel Construction Corp; The Dis- 
players; Manhattan Exposition Con- 
struction Co.; Messmore & Damon 
and Structural Display Co. 

Mr. Lamb said the companies 
were selected after careful screening 
to assure exhibitors of high quality 
work and service. ac 


Cubic Content Approach 
Themes New RCA Exhibit 


Daring use of color, design, ab- 
stract art, and subtle lighting were 
all combined at the Radio Engi- 
neers’ Show to state RCA’s place 
in the “Astro-Electronic Age.” 

Designed by Structural Display 
Co., Long Island City, the eight- 
booth exhibit centered its dynamics 
around two intersecting arches 
crossing the 40x20’ exhibit area. 





another Mayflower customer reports: 


“he wants to be a Mayflower mover!” 


@ That's really what a customer wrote us about her son. 

ere’s exactly what she said in telling us about her recen 
H tly what st 1 in telling bout | t 
Mayflower move: 


“ Your operator was very efficient, courteous and coopera- 
tive. My son is thrilled every time he sees your van and he 
wants to be a Mayflower mover when he grows up.” 


' Mayflower 


worto-wibe MOVERS 


What a fine compliment! 

But Mayflower men get compliments from adults, too. 
Not only for skillful performance of their important duties 
but for being courteous, thoughtful, patient. After all when 
a family’s being uprooted, what could be more welcome 
than expert help in a quiet, reassuringly business-like way? 
If you'd appreciate a feeling of confidence like hundreds of 
thousands of others when you move, call Mayflower. 


AERO MAYFLOWER TRANSIT COMPANY, INC., INDIANAPOLIS America’s most Recommended Mover 


Pp — —— 
| Find | 
AERO MAYFLOWER 
in the | 


Yellow Pages 
x. 


F st | 


Your Mayflower agent is a 
leading warehouseman in 
your city. He explains serv- 
ice, estimates costs, makes 
all arrangements. Find him 
under “Moving.” 


world-wide 
service 
In all 50 states and Canada 
overseas by ship or 


plane our responsibility 
all the way! 


new, higher 
standard of service 
Only Mayflower men are 
“accredited’’— qualified and 
kept up-to-date by special 
Study, training, and tests. 


exclusive, “packed 
with pride" service 
Safeguards all your items, 
even the most fragile, with 
special Mayflower methods 
and materials 


everything rides 
safely locked inside 
Mayflower vans have no 
tailgates. All your goods 
ride inside, safe from 
weather, dust or theft 


Mayflower does 
all the work 
Takes over the whole job! 
Moves you out and in, re- 
settles your new home com- 

pletely as you want it. 


February 
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“IDEA” LETTERHEADS 
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IS) ae el 
IDEA ART 


309 Fifth Avenue, New York 16 


Promotion Men! 


IN SECONDS! 


Tens of thousands of artists 


simen, printers, editors 1 


dents wear by the Haberule 
Visual Copy-Caster world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct 

Money-back 


warantee! 


HABERULE 


Box AR 245, Wilton, Conn 


DECALS 


SITS 
Wa esata 


THE BEST BUY IN POINT-OF PURCHASE ADVERTISING. 


LESS) TYPES AND WATER APPLIED TYPES TOO 
SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


NS cre 


DECALCOMANIA COMPANY ~°> , 


ALUMIN’M BLANKS 


*Tackers *Real Estate * Traffic Control 
*Circles * License Plate © Steel ¢ Aluminum 
32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


PHOTO BOOK CATALOG 


Only complete catalog of photographic books available 
Over 500 titles—international selections—on every 
phase of photography. Covers 35mm, Reflex, Color 
Portraiture, Optics, figure and posing, lighting—for 
art directors, agency men, etc! 24 big pages. Write 
today 


Inc., Dept. AR 
AMPHOTO 33 W. 60 Street, New York 23, New York 


SCREEN PROCESS 
CARDBOARD @ PAPER @ METAL 
Write today for PRICE LIST 


RICHMOND SIGN COMPANY 
222 South Fifth Street 
Richmond, Virginia 
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RCA’‘s New Look 
Cubic Content 
approach to design 
gave RCA exhibit 
exciting look and 


greater use of space 


Supporting a “floating ceiling,’ the 
arches gave a feeling of intimacy in 
the high-vaulted New York Col- 
iseum without taking away from 
the uncluttered appearance. 

By making complete use of the 
cubic area, the exhibit enabled RCA 
to display three times as much copy 
and more than double the equip- 
ment than in any previous show in 
the same size area. Four definite 
display areas and four island dis- 
plays were contained within the ex- 
hibit itself 

It was designed for traveling and 
will be shown in many other trade 
shows in part and in combination 
with other panels a4 


3-D Letters Introduced 
In New ‘Tiny Tim’ Size 

A new small version of a full 
three-dimensional letter for signs, 
displays, etc., has been introduced 
by Hernard Mfg. Co., Yonkers, N-Y. 


The new alphabets are available 


it’s All in the Point-of-View . . 
hibited at the Natl. Assn 


in 34” Copperplate and 34” Gothic 
Condensed. Both have full 4” re- 
lief; both are made of 
plastic ceramic 
sanded backs. 

Samples and complete information 
are available. 


Hernard’s 
composition with 


. for more details circle 205, page 115 


Functional Display Issues 
Do-It-Yourself Brochure 


A novel, “plan-it-yourself” idea, 
based on the modular exhibit, is de- 
scribed in a new brochure from 
Functional Display Inc., New York. 

Illustrations show a basic unit, 
doubled and tripled to form an ex- 
hibit for large booths. The compo- 
nents of Functional’s modular ex- 
hibit designs are listed individually. 
This gives the man planning an ex- 
hibit the chance to design his own 
and pay for just the exhibit compo- 
nents he actually needs. 

Copies are available. 


. for more details circle 206, page 115 


. This new bathroom-dressing room combination, ex- 
of Home Builders Show by Universal-Rundle Corp., isn’t 


really printed the wrong way, although you may be more comfortable if you turn the 


page to make the left edge the bottom 


Designed and built by Rappaport Studios, 


Cleveland, the approach is more easily understood in the picture on page 56 





Miami’s Permanent 


Building Exhibit 


- oS : 
s A —* a 


; , A center for a permanent displa 
Modern Center . . . Occupying up to 100,000 square feet on P von 
three of the center's 12 floors, the permanent exhibit expects of building products, in a new building, 


to house | 200 displays of national top-quality manufacturers 


has added some interesting touches. 


Building products take a special exhibit technique. 
In the first place, they are difficult to judge except when 
shown as they are actually used. In the second place, 
while many products are nationally distributed, the 
market is essentially a local one. Thirdly, purchasing, 
or rather specification writing, goes on with little sea- 
sonal variation. Finally, the buying decision is scattered 
among many people, many of them with little profes- 
sional qualifications. 
For these reasons, permanent displays of building 
Sind Giitne . . . These units cocepy auth of We Onan materials have been developed in a number of cities. 
eer space. The dupley ores ic teid cut to get euuy hem Be AR reported on Washington’s center, in the building 


of the Natl. Assn. of Home Builders, in our issue of De- 
familiar, monotonous, grid pattern, common in trade shows I 1955 
cember ILlyoo. 


> One of the latest of the exhibits is in Miami, in the 
Dupont Plaza Center, a building which combines a hotel 
and offices in a single structure. Called the Architects 
International Bureau of Building Products, the perma- 
nent exhibit has available as much as 100,000 square 
feet of floor space, on the first three floors of the 12- 
story building. Surrounding the centrally-located dis- 
play area are offices, tenanted in the main by archi- 
tects, engineers, interior decorators, and others con- 
cerned with building. 
Within the first year, about 200 national manufac- 
ee turers took up exhibit space, spending an estimated 
TERRE te ’ $11%% millions on exhibit space, design and construction. 
Wall Display . . . This simple walk-in display shows another While 80°, of the original exhibitors signed up for a 
kind of space utilization. Note the control boards that can five-year period, one and three-year contracts are also 
be operated by visitors to give a practical demonstration available. 

The exhibits, ranging from small islands to one that 
is an elaborate replica of a home, must be in good 
taste, and must be detailed enough in the information 
presented so that an architect could write specifications 
during a visit. Other than this, there are almost no de- 
sign restrictions. Animation, sound, films can all be 
used, and in fact, their use is encouraged. Sound effects, 
however, must not carry more than 10’, in order to keep 
within the bounds of good taste. 


> While the center is used primarily by architects and 
others from the Miami area, visitors to Florida are en- 
couraged to drop in, as is the general public. Trained 
attendants conduct tours, explain exhibits and help 
visitors find what they need. They do no selling. 
A constant promotional program, involving adyertis- 
ing, public relations and special events, is carried on. 
Integrated Display . . . This is one room of a complete house, For example, a Design Derby, a contest for decorators, 
covering 3,500 square feet. It was installed for Carolina brought 28,000 visitors in a little more than two weeks. 
Mirror Co. as the Center was under construction Another promotional attraction was a two-day showing 
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of products Junior 


from local 
Achievement groups 
Convention programs are also 


helping to increase’ the visito! 
Many meetings are held at 
the Dupont Plaza Hotel, which has 


complete 


roste! 


others, 
meeting elsewhere, have incorpo- 


facilities, while 


rated a visit to the center in thei 


Miniature Exhibit in a Box . . 


programs. 

Eventually, the bureau expects to 
have 1,200 companies on its roster 
of exhibitors, with a staff of more 
than 20 attendants. And if the early 
sales results reported from some of 
the first participants is an indica- 
tion, the center should reach its 
goal within a few years. 44 


The black box, directly under the word ‘’Plate’’, in this 


display at the Natl. Assn. of Home Builders show, Chicago, contained a mock-up of the 


big exhibit. As you picked up one of the phones, a small figure moved around the 


miniature, pointing to sections of it, while the appropriate sales talk was spoken. In the 


ncept from the beginning, the miniature was planned as a 


erved in getting estimates 


A Small Booth Nudges Out 
Big Booth Neighbors 


An interesting case history on the 
power of ingenuity in creating a 
show-stopping booth is the booth 
created by Forest Fiber Products 
Co. in its Oregon Centennial dis- 
play. 


Having only a 8x10’ booth space 


rallying point.’’ It also 


Gateway Industrial Exhibits, Pittsburgh, was the builder 


in which to display its Forest hard- 
board, the company exploited every 
cubic inch of its allotted space in 
designing a spectacular exhibit. 
The finished booth contained a 
tower which rose to 14’ and glowed 
with all the seasonal colors of the 
Oregon forests. Inside the tower, 
three large, pastel-colored, hanging 
hardboard strips’ rotated inde- 
pendently to dramatize the three 
basic grades of Forest hardboard. 
The exhibit was created under 
the direction of John Cain, Forest 
fiber’s merchandising manager. Re- 
porting on the pulling power of the 
display, Mr. Cain said: “Other ex- 
hibitors near us said they were 
very happy with our attention-get- 
ting display as it helped attract 
larger crowds to that portion of ex- 
hibit area.” 44 


Time Chart Exhibit File 
Eases Convention Blues 


A showtime file folder, designed 
to ease convention preparations has 


been developed by the Exhibit Pro- 
ducers & Designers Assn. Inc., New 
York. 

The inside of the file lists all 
pertinent convention data such as 
location, show manager, booth num- 
ber, columns in space, etc. Also in- 
cluded in this listing are promo- 
tional points such as show press re- 
leases, badges, recordings, etc., plus 
shipping data, and show services. 
Space is provided for all these items 
to fill in necessary names and phone 
numbers and dates for checking 
when services are ordered. 

The folder was developed as a 
show aid to assist clients of EPDA 
members, from whom copies may be 
obtained. 44 


ideal Booth Giveaway 
Makes Sales Impact 


If you were to ask us, we'd say 
the ideal show booth “giveaway” 
would not only boost booth attend - 
ance and build goodwill for the 
company, but do a little product 
selling on the side. 

Vulean Binder & Cover Co., 
Birmingham, Ala., had such a give- 
away at the Natl. Sales Executives 
convention in New Orleans. It was 
the company’s own Mylar film sheet 
protector with 3-hole side punching. 

Used with a black insert sheet, 
the Mylar sheet protector was 
printed on one side in white ink on 
the glossy surface. The attention- 
getter was the large headline, “Tear 
Me!” and the next small type line 
which read: “at least give it a try.” 
The rest of the imprint listed sales 
facts and quantity prices on the 
sheet protectors. 

The “Tear Me” headline brought 
out the latest Tarzan in almost 
every booth visitor, and gave the 
Mylar booth personnel a chance to 
make friends on the spot and show 
the complete exhibit. 

The final impetus of the giveaway 
was seen after the show when firm 
orders for quantities of sheet pro- 
tectors began showing up in the 
mail. a4 


Room on Edge . . . Using the back wall 
as the floor of a display room attracted 
attention for Universal-Rundle at the 
NAHB. Exhibit by Rappaport Studios. 





Once, more years ago than you care to in your hand and think: “I'd like to see 


think, you bought a balloon. anyone top that!” 
Red as a strawberry. And big. How We feel it, too. Because we know that 


proud you were! our fine Atlantic papers help make fine 


Today, that balloon is only a memory. printing possible. 
But not your sense of pride. Pride in printing. Pride in papermaking. 


You feel it when you hold a proof-sheet Your story—and ours. 
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Substance weight 
watermarked in every sheet 


of ATLANTIC BOND 


13, 16, 20, or 24? Just a glance at the genuine watermark tells you the 
weight of ATLANTIC BOND you're using. Helps in re-ordering, too. 


ATLANTIC BOND is moisture-controlled, precision trimmed for trouble- 
free production. Envelopes to match. You get clear, sharp impressions 


with ATLANTIC BOND — just one of the Eastern Fine Business Papers. 
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By J. A. Hyatt 

Vice President & General Manager 
Fairchild Graphic Equipment 
Plainview, L.I., N.Y 


Electronic controls in the hi-fi set 
in your living room enable you to 
bring out more clearly various por- 
tions of the musical tone scale. In 
engraving, the same thing can be 
done by electronics with the gray 
scale. Scanning a piece of artwork 
converts the light values to electri- 
cal current. Then by adjusting hi-fi- 
like controls, tone scales can be al- 
tered at will. 

In technical terms, this gives the 
engraver the ability to bend the 
gamma, or, H&D curve .... some- 
thing almost impossible by means of 
photo-chemistry and therefore ne- 
cessitating extensive hand opera- 
tions. For obvious economic reasons, 
this basic advantage of electronics 
has its greater benefits to you in 
color, not in black-and-white. 

The other basic electronic tool is 
computation. The various problems 
which are represented by your term, 
“color correction,” can be expressed 
in terms of mathematical equations. 
Built in as part of color scan- 
ners is a computer designed to solve 
these formulae. These computers are 
simple versions of the data proc- 
essing apparatus used by scientists 
to handle complex problems such as 


This article is adapted from a speech 
delivered before the Dallas meeting of 
the American Photoengravers Assn. 


What you should 
know about 
electronic color 


Electronics is playing a more important 





role in increasing the quality and lowering the 


cost of engravings, especially in color. 


plotting a rocket’s path to the moon. 
Computers are fantastically fast and 
accurate. Both are significant ad- 
vantages in the competitive future 
of photoengravings. 


> Knowing these fundamental ad-- 
vantages and the possibility of de- 
veloping equipment using them, a 
number of research organizations 
have been working in that direction. 
Two years ago, I estimated that over 
$6 million dollars had already been 
spent in research by some 10 or- 
ganizations on color scanners — a 
sizable bet, indeed, that they will be 
useful. 

That research activity is now pay- 
ing off in terms of commercially 
available equipment. Today, there 
are on the market four separate 
machines manufactured by three 
companies which expect to start 
making delivery early in 1960. These 
companies and their equipment 
names are J. F. Crosfield of England 
with the Scanatron; Hell of Ger- 
many offering the Colorgraph, and 
its color version, the Vario-klischo- 
graph; and, finally, Fairchild with 
its Scan-a-color. 


> Only two of these four machines 
have a design similarity. These are 
the Crosfield Scanatron and the Hell 
Colorgraph. Both correct a set of 
photographically pre-separated neg- 
atives, in contrast to other units that 
separate and correct during the 
scanning. 

The Hell Vario-klischograph, on 
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the other hand, scans the copy and 
produces the color printing plates 
directly, one color at a time. This is 
the only equipment currently being 
introduced that scans a color origi- 
nal, corrects and produces a print- 
ing plate rather than a continuous 
tone film. 

Fairchild’s Scan-a-color uses a 
cylinder design to scan directly from 
the original copy and produces all 
four film separations simultaneous- 
ly. Let’s look at these four machines 
each in turn and in greater detail. 


> The Crosfield Scanatron, developed 
by J. F. Crosfield Ltd., London, 
England, has now reached the stage 
where five production machines 
have been completed and are now 
undergoing final testing and evalua- 
tion prior to delivery to customers. 
These machines are the first of a 
number which have been ordered 
by European printers. The Scana- 
tron works from separation nega- 
tives producing corrected separation 
positives for 3-color or 4-color 
printing. 

In this system, three separation 
negatives are scanned _ simulta- 
neously by means of a cathode ray 
scanner, and the density readings of 
two of the negatives are used to 
modulate the scanning beam, which 
simultaneously exposes a_ contact 
positive through the three nega- 
tives, thus producing a continuous 
tone positive with full correction 
and undercolor removal. 

Some of the features claimed for 


































































































































































this system are 


1. Originals can be flat artwork o1 
transparencies 


2. There is no limitation on the 
size of the original. 


3. The resolution is as good as a 
contact print. 


4. There are no scanning lines in 
the corrected positive 


5. Several sets of separations can 
be grouped up or photo-composed 
and scanned and corrected at one 
time 


6. There are no moving parts 


7. Time required is only 10 minutes 
for each 1254x17” positive. 


Crosfield Electronics ‘Inc., the 
American subsidiary of J. F. Cros- 
field Ltd., has arranged for the first 
Scanatron designed for the United 
States to be installed at the labora- 
tories of Gravure Research Inc., 
New York. The machine will be 
available for inspection and evalua- 
tion 


> Somewhat similar in design to the 
Crosfield Scanatron is Dr. Hell’s 
Colorgraph. The similarity is that 
each starts with a photographically 
separated set of negatives. These are 
then flat scanned in the equipment 
Information from each of these three 
separations is fed to the computer 
which computes for color correction 

The most obvious difference is 


that the Colorgraph records and 


produces the 4-color set of positive 


films simultaneously, while the 
Scanatron produces a 4-color set 
one at a time. The estimated time 
for this scanning operation with the 
Colorgraph is approximately 100 
minutes. This time is based on a line 
scan of 250 lines per inch for an 
11x14” image, which is the max- 
imum image size. 

Several of these machines have 
been undergoing field test in Europe. 
Its first public display in the United 
States was at the recent Interna- 
tional Printing Exposition in New 


York. 


> Hell’s Vario-klischograph is a di- 
rect engraving enlarging and reduc- 
ing apparatus. Maximum plate size 
is 12%x17”. It enlarges up to fom 
times to this maximum size, or re- 
duces up to three times. The Vario- 
klischograph, originally designed as 
a black and white engraver, will be 
made available in a color version by 
changing the scanning head to a 3- 
color unit and adding a computer. 

New in this equipment is its abil- 
ity to engrave both line and com- 
bination plates as well as halftones. 
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Also of interest in the color version 
of the Vario-klischograph is a facil- 
ity for giving special definition to 
dark detail in a dark background. 
Such a detail will be automatically 
surrounded by a light margin, setting 
it off more clearly against the back- 
ground. Production units of both of 
these German equipments have been 
announced to be available in 1960. 


> The fourth color seanner to be 
made available in 1960 is Fairchild’s 
Scan-a-color. It is based on the 
rotary scan principle, a_ principle 
already commercially used in both 
the NEA-Acme and the Time-Life 
units. The tri-color scanning head 
works with either flat art or trans- 
parencies up to 8x10’. Its product is 
a set of 3- or 4-color negative or 
positive films fully color corrected. 

An important feature of the Scan- 
a-color, we believe, is its ability to 
provide a wide degree of variability 
in the choice of the strength of the 
black printer and in obtaining spe- 
cial undercolor treatment. This per- 
mits the user to obtain any per- 
centage of undercolor reduction in 
any of the colors, each independ- 
ently of the others. 

The Fairchild Scanner will elec- 
tronically expose the separations so 
that their densities will accurately 
meet processing requirements. 
Minimum densities can be anything 
from 0.15 upwards—while the maxi- 
mum densities can be anything from 
2.0 downwards! Therefore, Fair- 
child separations can be _ easily 
adapted to long flat etch techniques 
or to the new powderless etch 
method. They can be easily adapted 
to the Dultgen method in gravure. 

In the number of lines scanned, 
the Scan-a-color offers its opera- 
tor the choice of four rates of ad- 
vance. Standard in the equipment 
is 340, 500 and 1,000 lines per inch. 
The fourth choice is either 250 or 
1,250 lines per inch to be selected 
at the time of installation. 

At 500 lines, the length of scan- 
ning time for a full 8x10 is 48 min- 
utes; at 250, this time will be 24 
minutes; 340 lines, 32 minutes; and 
1000 and 1250 is 96 and 120 min- 


Have you discovered a way to settle 
your debate over the merits of offset 
and letterpress? 


utes respectively. The purpose in 
offering variable line scan is to get 
maximum speed of production when 
subsequent enlargement is not a 
problem, yet providing fine defini- 
tion when great enlargement of the 
corrected images is to be made. 

With the Fairchild Scan-a-color, 
the set-up adjustments made by the 
operator permits complete control 
of color correction in the following 
areas: 


@ The degree of saturation fo 
each of the primary colors (yellow, 
magenta and cyan). 


® The degree of saturation for the 
individual color components _ in 
oranges, greens and purples. 


®The degree of complementary 
color subtraction or cleaning out of 
unwanted colors in each separation. 


At Fairchild we are now con- 
structing the first five commercial 
units. The first of these will be 
ready for installation during Jan- 
uary, the others shortly afterward. 
During the past year, a_ sizable 
number of experimental sets of sep- 
arations have been produced for a 
selected group of engravers and 
lithographers. Extensive operator 
training assistance will be offered 
by Fairchild in the introduction of 
the equipment. 


> This then, is the picture of what 
is in the color scanning horizon in 
1960. Four machines by three man- 
ufacturers, making 1960 truly a 
year of destiny for color scanners. 

While, at the moment, we are 
engrossed in these new equipments, 
the activities of others already in 
this field and those still conducting 
development work should not be 
forgotten. 


> The Time-Life Scanner, commer- 
cialized by Printing Developments 
Inc., is not resting on its commer- 
cially proven laurels. As the tech- 
nological state of color scanning art 
has progressed, we have informa- 
tion that PDI is continually work- 
ing to improve the high quality of 
its service. 

Mr. Bud Fisher of PDI has writ- 
ten me that “We have not made 
any basic alterations in the ma- 
chine but in many small and im- 
portant respects it has undergone 
a considerable face-lifting which 
enables us for all practical purposes 
to ‘custom make’ separations to get 
better reproduction of the copy in 
respect of the printing processes to 
be used and the shop practices em- 
ployed by the platemaker or print- 
er doing the job. For example, one 
of our machines now has over 5,000 
combinations for copy interpreta- 
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tion to suit the special needs of the 
copy, shop practice and _ printing 
method.” 

In the field of flat art, Mr. Fish- 
“Another ad- 
vance which we think is of con- 
siderable although it 
does not deal entirely with the ma- 
chine itself, is our ability to work 
with equal facility and success from 


er also comments 


importance, 


opaque copy, artwork, carbro prints, 
type C, etc., or transparencies.” 
To illustrate his point, Mr. Fisher 
forwarded a copy of the October 5 
issue of Life, in which he reports 
that the 1960 Pontiac, Oldsmobile 
and Chevrolet ad spreads were PDI 
scanned from original flat art. 


> One othe 
the past year or so, become fairly 
extensively used abroad. This is the 
H. P. K. Autosecan, manufactured 
by Hunter-Penrose Ltd., England. 
This machine uses a copy camera 
as the principal part of the optical 
system. Working only from flat art, 
the Autoscan employs a scanning 
light to illuminate the copy. A por- 
tion of this reflected light is picked 
up by a set of three photo-multi- 
plier tubes to control the intensity 
of the scanning light for color cor- 
rection 


color scanner has, in 


what are 


you 
looking 
forin = 
lithography? 


eeeeeee 


It provides for changes of size 
and produces one separation at a 
time. This equipment is now in 
commercial use in nine firms—one 
in Denmark, two in Holland, and 
the others in the United Kingdom. 
We have no information about mar- 
keting plans for the Autoscan in 
the United States. 


> We cannot neglect, however, news 
of the progress being made by com- 
panies still in the research and de- 
velopment stage. Two organizations, 
one in the United States and the 
other in France, report continued 
progress. The approaches of these 
two projects are similar in their 
use of prisms to color separate in- 
stead of filters. 


>In the Belinograver, being de- 
veloped by Belin of France, the 
light coming from the original is 
passed through two prisms. Prisms, 
as you know, divide light into its 
various colors. By placing a mirror 
at the yellow point of the spectrum 
produced by the prism, the amount 
of yellow contained in the spot be- 
ing scanned is selected. This yellow 
light is beamed to a photocell and 
an electrical measurement of the 
yellow is determined 
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All other light in the spectrum of 
that spot is beamed to another 
photocell and measured electrically. 
These two electrical currents pro- 
vide the information for the com- 
puter to prepare the corrected yel- 
low separation. 

Similarly, the other two primaries 
are treated. Recording is accom- 
plished by a light beam on film 
modulated by a galvanometer-con- 
trolled set of two diaphragms. 

The Belinograver will scan either 
flat art or transparencies. The film 
produced can be either negative or 
positive. Ordinarily, these films are 
continuous-tone, but by a modifica- 
tion of the diaphragm mechanism, 
a screen can be introduced. Plans 
for marketing this device have not 
been announced. 


> Progress on the design of the 
Miehle Color Scanner has been ad- 
vancing at an accelerated rate. The 
first prototype is now being con- 
structed and will be a flatbed ma- 
chine. Component parts of the com- 
puter have been bench tested and 
they perform according to predicted 
requirements for color correction. 

The scanning technique used in 
this machine is unique in that the 
color spectrum of the scanning light 
source is broken up into the various 
color bands by means of a refract- 
ing prism. As many channels will 
be used for correction as may be 
required for the scanning job being 
done. 

The electronics in the machine 
are designed on a modular basis 
and will be of the plug-in type 
where basic units may be _ inter- 
changed simply by plugging in an 
alternate chassis. 

The machine will incorporate 
change of size and can _ enlarge 
2x2 copy up to 16x20’. Both re- 
flection type and transparency copy 
can be scanned and the end prod- 
uct of the machine will be directly 
screened transparencies ready for 
exposing the printing plate. The 
first prototype will not have the 
facility for producing continuous 
tone separations, but this feature 
will be added later. 

This program is still in the de- 
velopmental stage and that there is 
no estimate of a completion time for 
commercial realization of this work. 


>» This, then, is the electronic color 
scanning story for today. It is one 
of transition from the laboratory 
to the market place for equipment 
designed to make engraving and let- 
terpress more competitive in the 
greatest growth opportunity faced 
by the industry—color. Prepare now 
for 1960—the year of reality for new 
color scanners. 44 





[ Psychologists talk about ‘‘attention- 
span'’... the ability of readers or 
viewers to grasp a message. We 
experience life in color. Pictures in 
color deliver a message faster 
and more completely... to our 
attention. But this is not the whole 
story. To become familiar with a 
new object in color...anew 
product, package, or scene... we 
should be able to view it according 
to our own attention-span. This is 
one reason why color advertising in 
national magazines has unique and 
basic selling value. The reader can 
look at a color page until its 
message has been fully delivered. 
He can scan it for interest, turn 
back for a closer look, tear it out for 
buying reference. Selling with 
color in national magazines is a 
basic operation—matched to the 
attention-span of the reader. 


/ We have learned the value of national 
magazine advertising in color by 
working for more than a quarter century 
with many of America's leading 
advertisers, agencies, and publishers. 
Our part has been to make fine 
photoengravings from color copy 
prepared by art directors, designers, 

Siciitiens esieiiiniisin cdiliiii aii illustrators, and photographers. Some 

deaaiheaare Uend/is aalinial acitestinn ahd of our artist friends who are known for 

advertisers, is also a designer and art director their work in magazines have joined 
with us to contribute this series of 
advertisements which express our 
appreciation of America's national 
magazines as basic advertising media. 


COLLINS, MILLER & HUTCHINGS, Inc. 


America's finest photoengraving plant 
for letterpress and gravure 


333 West Lake Street, Chicago 
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It takes a special kind 

of paper to take printing 
in the tropics, and 

to stand up under trying 


outdoor use. 


A Paper 


By Betty Aulenbach 


Of all the unusual uses for plas- 
tic-coated printing paper, we sus- 
pect the most unusual is that re- 
ported by Kimberly-Clark, Neenah, 
Wis., manufacturer of Texoprint 

At least, if any other paper man- 
ufacturer has furnished  plastic- 
coated paper for anything as offbeat 
as a three-color flipchart to teach 
Christianity to South African na- 
tives, well, we just haven’t heard 
about it 
> The town of Nelspruit, in the 
province of East Transvaal, Union 
of South Africa, is—needless to say 

no graphic arts center. Neverthe- 
less, Emmanuel Press, a publishing 
house which specializes in printing 
Christian literature in African lan- 
guages, turned out a_ masterful 
three-color printing job on Texo- 
print right in Nelspruit in spite of 
the fact that: 


e The natives were using a pre- 
World War II, single-color, rebuilt 


press. 
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Charts at Work . . . Shown here near Nelspruit, East Transvaal, South Africa, the set 


f 


10 illustrations in three colors is used to help missionary worker. The plasticized 


paper helps the visual aid resist rigorous weather and vigorous handling 


that does Good 


e The printers had had no previous 
experience with plastic-coated pa- 
per. 


e The engravings had to be made 
from rubber stamp sheeting, cut out 
by hand with a sharpened hack- 
saw blade. 


@ While the job was being run, the 
temperature reached 120 degrees. 


Called the “Heart Chart,” the un- 
usual flipchart is a picture presenta- 
tion of a booklet published, in text, 
in France in 1732 as the “Spiritual 
Heart Mirror.” The booklet itself 
has since been translated into more 
than 50 African languages and is 
popularly known as the “Heart 
Book.” 

The illustrations in Emmanuel 
Press's Heart Chart correspond to 
the booklet text and are designed 
to facilitate the preaching of the 
gospel of Christ by missionaries in 
South, Central and East African 
territories. 


> There are six pages to each Heart 
Chart. The pages are 23x34” and 


are printed both sides. There are 
ten illustrations in all, a title page 
and a blank back page. The sheets 
are tacked to a wooden rod 34” in 
diameter. 

A description of the first page of 
the Heart Chart serves to illustrate 
its flavor. It depicts the heart of a 
worldly, unregenerated African sin- 
ner. The various sins of man are 
represented by animals placed in- 
side the heart: a peacock (pride), 
a dog (carnal lust), a pig (gluttony) 
and a tortoise (laziness). An eye in 
the center of the heart represents 
the watchful eye of God. 

Similar illustrations on succeed- 
ing pages tell the story of the sin- 
ner’s salvation. The animals of sin 
are driven from the heart. On the 
last page, the man is depicted facing 
death without fear. 


> According to M. I. Lund, manager 
of Emmanuel Press, 1,300 Heart 
Charts have been published to date 
in two separate printings. The first 
printing of 500 charts was run on 
a cloth-backed paper from England. 





ALSO 5 COLORS 


in Gilbert Onionskin 
25% new cotton fibre, 
cockle finish 


CHERRY 


CANARY 


GOLDENROD 


BEST FOR: 
AIR MAIL STATIONERY 
COPY SHEETS 


ENVELOPE STUFFERS 


Postage-saving lightweight, strength, 
beautiful texture, and a rich cockle 
finish all combine with striking Hi-Fi 
white to make Gilbert Onionskin papers 
ideal for air mail stationery. 

When used for copy sheets, you have 
all these same advantages PLUS the 
added advantage the cockle finish 
gives in permitting more and cleaner 
copies per typing. You'll find with the 
cockle finish there's better transfer of 
impression and less slippage against 
the carbon. 

And for stuffers, no other lightweight 
paper takes printing more beautifully 
than Gilbert Onionskin papers. 


AVAILABLE IN 3 GRADES 


GILBERT WHITE CLOUD 
ONIONSKIN ONIONSKIN 
25% New 75% New 
Cotton Fibre Cotton Fibre 


LIFETIME 
QNIONSKIN 

100% New 
Cotton Fibre 


3 FINISHES 


WRITE FOR 
COMPREHENSIVE GILBERT 
ONIONSKIN SAMPLE BOOK 


GILBERT PAPER COMPANY 


MENASHA + WISCONSIN 
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FAMOUS LAST WORDS (No. 11) 


LEAVE A LITTLE SPACE FOR OUR 


"NEW MODEL ”/ 


Mi T 


..» MAYBE IT WOULD FIT IN OUTER SPACE! 


You might have a little pity for the display builder, who 
thought the “new model” was no bigger than his hat. Pity, 
if you will, the company’s exhibit and advertising depart- 
ment, who also thought the “‘new model” was going to be 
a scale model. You might even have a little pity left over for 
the Engineering Department, whose only instructions were 
to send the “new model” to the show. 


But the real pity of it all is that there wasn’t a proper 
meeting of the minds among all parties, long before the 
exhibit was started. 


Things like this just don’t happen when you work with an 
experienced display builder. From years of experience with 


hundreds of clients, GRS&W has learned how to integrate 
all the factors to prevent unhappy surprises like the above. 


It will pay you to call GRS&W for your next exhibit or 
display. We provide a complete service—from original plan- 
ning through designing, building, installing, removing, storing 
and re-shipping of your display properties. 


Ask for our new 8-page folder entitled 
“Sales Producing Exhibits.” It contains 
illustrations and detailed explanations of 
many successful exhibit techniques. 


Co FR SS 8.W fon" 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 


* February 1960 
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The job was completed with rela- 
tive ease. 

The second printing, with a press 
run of 800 was, however, another 
story. 

Texoprint was chosen for the 
second printing because its qual- 
ities of durability and resistance to 
cracking and moisture made _ it 
uniquely practical for its intended 
function. The charts are used a 
great deal outdoors. Often they are 
hung from trees when teaching is 
done in the open air. They receive 
rough handling from the Africans 
as well as from the area’s humid 
climate. They are constantly un- 
rolled and re-rolled. Another qual- 
ity of Texoprint which made it a 
“natural” for the situation is the 
fact that it lies flat, even after being 
rolled for extended periods. 


> During the press run, there was 
no offset spray gun available to set 
the ink as it dried. Slipsheets had 
to be used, instead, to prevent off- 


Wrapper Papers 
Save Mailing Cost 


Publishers who send out maga- 
zines or catalogs in either envelopes 
or in corrugated boxes are urged by 
Thilmany Pulp & Paper Co., Kau- 
kauna, Wis., to consider the use of 
laminated krafts as a wrapper. 

Advantages cited by the maker 
are economy, lightness and strength. 
Called Thilcotuf, the paper, all fiber 
reinforced, comes in three grades to 
handle different weights. It can also 
be printed with trademarks or other 
decorations, and imprinted for elec- 
tric-eye cutoff on automatic packag- 
ing equipment. 

Samples of the papers are avail- 


able. 


- for more details circle 213, page 115 


Color Control Bar 
Standard Developed 


Standard color control bars to 
help improve the quality of color 
reproduction in magazine adver- 
tising have been developed jointly 
by the American Assn. of Advertis- 
ing Agencies, the Magazine Pub- 
lishers Assn. and the Printing In- 
dustry of America. 

They have been approved by the 
American Photoengravers’ Assn. 
and are standard for use by en- 
gravers, agencies, publishers and 
printers. 

In explaining why the standards 
have been established, the partici- 
pating groups said: 

“For years there have been a 


setting of ink from one _ printed 
sheet to another. Each sheet of pa- 
per had to be separated from the 
slipsheet three times since the 
three-color job had to be accom- 
plished in three separate press runs, 
one color at a time. 

“When we began the job,” recalls 
manager Lund, “we were very ap- 
prehensive. Printing on _plastic- 
coated paper was a new experience 
for us. To our amazement we found 
that, except for a few sheets stick- 
ing to the slipsheets because we 
used too much ink, the results far 
exceeded our expectations. 

“We even managed to save most 
of the sheets that got stuck,” he 
continued. “Our native workers 
sponged them with water, then 
scraped them clean with razor 
blades.” 

The job was run at 2,000 impres- 
sions per hour, Mr. Lund said, with 
all work being done by native 
pressmen under the supervision of 
local missionaries. 44 


number of different kinds of bars 
in use, many designed by engravers, 
many by printers and publishers. 

“Because color bars are meant to 
be informative, and to inform all 
who view and judge them in the 
same manner, there is a virtue in 
having the same kind of bar used 
in an industry where parts from 
many sources are required to com- 
plete the whole. In the case of mag- 
azine reproduction, a _ publisher 
may receive tests of engravings 
from as many as 50 photoengravers 
for one issue. Many of these color 
reproductions must be _ printed 
from press running plates imposed 
side-by-side on the printing press 
and must be inked from the same 
section of the inking fountain. The 
same quantity, or thickness of ink 
film, must be used for all subjects 
in any one row on the press. If the 
different sets of engravings have 
not been proofed with uniform 
amounts of ink, acceptable printed 
reproduction for all sets is im- 
possible.” 

A folder describing the standard 
color bars may be obtained with- 
out charge from A.A.A.A., 420 Lex- 
ington Av., New York 17, or 
M.P.A., 444 Madison Av., New 
York 22. 44 


Plastic-Binding Machine 
Announced by APECO 


Aware that most punching and 
plastic binding units usually are to 
be found only in commercial bind- 
eries and similar specialized institu- 





TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products. 


WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 

projectors for point 

of sale and trade 

shows. We have 

desk top viewers for 
both slides and film strips —with or 
without sound, designed with your 
salesmen in mind. 


For information, write Dept. a-2 
TEL-A-STORY, INC., Davenport, lowa 


If YOU Are in any 
of these fields... 


Paper 

Printing and Binding 

Premiums, Prizes, and Specialties 
Shows and Exhibits 

Sampling and Couponing 
Typography and Layout 

Labeling and Packaging 

Radio and TV Production 

Signs and Identification Materials 
Audio and Visual Aids 

Direct Advertising 

Art and Photography 
Photoengraving and Platemaking 
Window and Store Displays 
Professional Services 


Your advertising belongs in 


Advertising 
Requirements 
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Te Seaasce Mec 
Chesapeake and Ohio Railway 


Everything runs smoothly when distinguished art work and fine printing are enhanced 
by the right choice of paper, as in this superb Chesapeake and Ohio calendar. 


The paper is West Virginia’s Pinnacle Offset. 


Leading printers and lithographers have adopted Pinnacle Offset as their standard 
offset stock because of its wide versatility. Pinnacle offers a choice of bright blue white 
or cream white shades in regular and vellum finishes. Its even structure assures excellent 


stability for fine multicolor register. Stability plus runnability mean more profitable 
production and better looking jobs. 


The Westvaco family of fine papers includes coated and uncoated grades for almost 
every purpose and process. These offer highest quality with all the benefits of 
West Virginia’s direct mill-to-you sales and service policy. 


For full details write: West Virginia Pulp and Paper Company, 230 Park Avenue, 
New York 17, N. Y., or get in touch with one of the offices listed below. 


The Chesapeake and Ohio calendar for 1960 was lithographed in 
six colors by I. S. Berlin, Chicago. The job was run on a four color 
Miehle 52 x 76 and a two color Miehle 52 x 76 press. The paper 
stock was Pinnacle Offset Blue White Vellum, 120# basis. 


FINE PAPERS DIVISION 


Commercial Printing Paper Sales 


West Virgini 
Chicago 1/FR 2-7620 New York 17/MU 6-8400 es irginia 


Cincinnati 12/RE 1-6350 Philadelphia 7/LO 8-3680 


Detroit 35/DI 1-5522 Pittsburgh 19/CO 1-6660 J Pulp and Paper 


San Francisco 5/GA 1-5104 





tions, the American Photocopy 
Equipment Co., (APECO), Evans- 
ton, Ill. has developed a single-unit 
punching and plastic-binding ma- 
chines for office use. 

Known as the APECO ComBind 
Bindak, the device is_ portable, 
weighing less than 10 pounds and 
measures 1514x1414x6” high. 

The product is designed for wide 
application in industry and business 
with the manufacturer expecting it 
to be used to bind reports, state- 
ments, market analyses, 
ales manuals and catalogs. It is also 
uggested that the device be used 
in schools (for theses, dissertations, 
reports); hospitals (procedure man- 
uals, etc.), and other institutions. 

The company has not announced 
price but has indicated that the 
ComBind Bindak will sell for 
around $200 44 


surveys, 


New Unit Collates 
Eight Sheets a Second 


A new electric collating machine 
with an accent on speedy operation 
is being marketed by Halverson 
Products Co., Chicago. The ma- 
chine, which requires no tools or 
adjustments, brings together eight 
sheets per second. Finished sets of 
paper are stacked automatically by 
the machine in a criss-cross pattern 
to keep complete sets separated. 

The collator takes up 20x48” of 
floor space and is 57” high. Finish 
is light green baked enamel. 44 


Copy Preparation Home 
Study Course Offered 


A home study course in the tech- 
niques of reproduction copy prep- 
aration is being offered by the 
American Institute of Technology, 
Chicago. 

The institution also maintains a 
resident school. 

Subjects covered in both resident 
school and home study course in- 
clude fundamentals of typography, 
layout and design; mechanics of 
producing headline and body copy; 
paste-up techniques; scope and 
limitations of platemaking, printing, 
collating, folding and binding proc- 
esses. 

Details of the program are avail- 
able from the school. 

- for more details circle 207, page 115 


Haloid Xerox Enters 
Office Copying Field 
Newest entry into the office copy- 


ing field does not require sensitized 
or treated paper nor does it require 
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any exposure or developing adjust- 
ments. 

The manufacturer, Haloid Xerox 
Inc., Rochester, N. Y., states that 
the required number of copies is 
determined by a dial adjustment, 
adding that there is no need to han- 
dle to copy paper or to rehandle the 
original for multiple copies. 

The model, the Xerox 914 Copier, 
operates on the fast, dry electrosta- 
tic principles of xerography. The 
machine copies all colors, producing 
a black on white output, and prints 
finished copy of any written, drawn, 
typed or printed document up to 
9x14” in size. The machine also per- 
mits copying from bound books or 
magazines and with the elimination 
of the need for treated or sensitized 
materials, prints may be made di- 
rectly on ordinary white or colored 
paper, offset paper master material, 
card stock or vellum. 

The machine is offered on a leas- 
ing plan of $95 a month, or is sold 
outright. 44 


Offset Plate Ready in 
A Minute Is Announced 


To meet a need of office and 
printing industry users of offset 
duplication for a fast, simple and 
inexpensive method of transferring 
enlarged or reduced original docu- 
ments to a printing plate, an alumi- 
num plate that can be prepared in 
less than one minute for offset dup- 
lication of optically reduced or en- 
larged images has been developed. 

The plate, the Gevacopy Rapid 
Aluminum Offset Plate, was de- 
veloped by the Gevaert Photo-Pro- 
ducten N.V., Antwerp, Belgium. 

According to the company, the 
plate will permit the office user to 
economically reproduce a variety of 
documents, from typed or hand- 
written documents to microfilmed 
copies of fine engineering draw- 
ings, in either small or large quan- 
tities. Professional printing estab- 


Honest, dear, it’s just those smelly 
mailing pieces for hotcha perfumes. 


lishments will be able to produce 
quality reproductions of routine 
printing jobs easily and with sav- 
ings to the customer, the company 
said. 

The Gevacopy rapid plate is avail- 
able in three sizes from the Gevaert 
Company of America Inc., through 
distributors. The sizes are 10x16’, 
10x15%36” and 10x15”. Plates will re- 
tail for 59¢ each. 44 


Process Speeds Work 
Highlighting Photos 


A quick, accurate method for out- 
lining and highlighting photographs 
for reproduction has been developed 
by a West Coast organization. 

Called “Fluoro Dropout Film,” 
the process utilizes a transparent 
blue Mylar film which is taped over 
the photograph to be outlined. 

Advantages include that the en- 
tire photograph is always visible to 
the artist, eliminating the worry that 
he has covered up too much of the 
subject’s nose when outlining. The 
artist is also spared the extra work 
of applying several costs of opaque 
white to cover completely. After 
wetting with water, the blue coating 
on the film can be easily removed 
around the edges of the areas to be 
outlined with ordinary sharp pencil 
or other tools. All areas where the 
blue coating is removed will repro- 
duce white (without halftone dot) 
when printing or offset plates of the 
subject are made by the Fluoro- 
graphic method. 

Information can be obtained about 
the process from Printing Arts Re- 
search Laboratories, Inc. La Arcada 
Building, Santa Barbara, Cal. 44 


Liquid Cleaner, Sealer 
Transparentizer Offered 


A liquid for  transparentizing, 
cleaning and sealing intermediates 
and one-sided materials is now be- 
ing marketed by the Ozalid Divi- 
sion, General Aniline and Film 
Corp., Johnson City, N. Y. 

Called CTS, it is designed for 
transparentizing opaque _ p»per 
stocks for use as masters in making 
offset printing plates, diazo and sil- 
ver emulsion reproductions, clean- 
ing soiled records, restoring vitality 
to deteriorated paper, removing 
pencil lines and smudges from paper 
or linen and providing tamper- 
proof matte file copies. 

Among specific uses suggested by 
the company are for sales depart- 
ments for transparentizing photo- 
graphs, newsletters, bulletins and 
catalog sheets for reproduction. 
Real estate companies can use it for 





property listings and oil companies 
for maps, specification sheets and 
engineering drawings. Ad agencies 


*K 
may use it to transparentize copy, | E 2 
typeset matter and artwork. 44 SY: a solution 


Automation for <> — a — 
; : When switching originals among publications is 
Agencies Explained , ' 
inexpedient, and the budget does not permit the 
A brochure that explains how purchase of new engravings—then consider 
Univac data processing methods can vavaieies 1 ‘ : . 
ee ee oe PACOTYPES. They are solid copper duplicates of 
streamline operations in advertis- 
ing agencies has been released by originals, so reasonably priced it will surprise you. 
the Remington Rand Division of 


aes Maat See, ee Se PARTRIDGE & ANDERSON COMPANY 

Showing a set of blank forms, | 712 Federal Street, Chicago 5—Phone HArrison 7-3732 
the brochure discusses the handling 
of estimates and insertion orders, 
mechanical production control, ra- 


dio and tv spot estimates, billing 


ELECTROTYPES, NICKELTYPES, MATS, R.O.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES. 


and paying, and cost accounting, Where do you get BETTER SERVICE than at P&A? 
with punched card methods. 


. for more details circle 208, page 115 


Shuron’s Pitch to Dealers 
Develops Sales From Gags 


“TWIRL n’ SELL’ 
DISPLAY! 


Promoting a new sales kit to the 
wary dealer is a little like making 
a pitch to a pitchman .. . a course . » « Gn economical, smooth Crsait 


full of many possi- Here is another outstand- 


“ 

if vae ble pitfalls. ; ing example of the use of 

} Yet Shuron Opti ' as oenait te il cone 

S x - usan turntable Da ear- 

echmardt! calCe wanting to ings. Tens of thousands cn. 


successfully used in revolving displays and signs to 
get its distributors stimulate the “buy e-motion.”’ Turntables swivel 
easily on low cost ball bearings only thick. 


youd cond to pitch hard and Capacities to 1000 Ibs. 3”, 4”, 6’, 12° sizes avail: 


fast at their deal- 5 able. Write for literature, samples and prices. 


rr. oo ee oe 8 TRIANGLE MANUFACTURING Co. aren terete 


y Display Workshop 
successful direct 710 DIVISION ST, OSHKOSH, WIS STE) 
every arrount mail series for their 
men’s eyeglass line 
on your liet which won every- 
one’s approval. 


2 
toe) Designed in a Typographic Headquarters 


: studio card format, 
the wnprinting, 


the mailers were f h Si 1: | 
dressed up with a or the 1Xtles - 
gag cartoon draw- 
ing on the cover, and a matching 
headline. Inside, was a_ factual 
presentation of the dealer benefits 


in stocking the kit and the Shuron J. M. BUNDSCHO, INC., Advertising Typographers 


line. 

Approximately 312x9” in size, the 
five cards were too large to be 
mailed out with ordinary statements 
or included in most stock ship- > e 
ments. This meant that Shuron’s a 1 
distributors had to make a special alY OY SEV) 1ce . ee 
effort to mail all five of the cards. itil itil a 
To insure distributor reception. 


@ Fine color offset lithography @ Complete mailing service 
Shuron used a special wraparound @ Quality letterpress printing @ Mats, stereos and electros 


; : ‘ @ Four-color separations @ Complete bindery 
suggesting the distributor send them @ High speed rotary presses 


to his list of dealers and stating: Write, Wire, Phone The Midwest's 
“We'll spring for the imprinting.” Fastest Growing Printing House 
Created with the assistance of 
Baker, Jones, Hausauer, Buffalo, ebraska Farmer Company 
N. Y., the Shuron cards are con- 5 
sidered to be very effective in get- . . ¥ 1420 P S., pcm a \ © tiie ie 
. a ° Tr 
ting dealer participation as well as Gur 100 Anniversmry Yeor rin ideal bic cc penn ctho 
being extremely popular. 44 





Here Type Can ay) SERVE You 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago ! 
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For its foil, 

Kaiser Aluminum 
and 10 partners 
sponsored a contest 
for men only, 

which ended in 

a Hawaiian finale. 


CO KUT 
CHAN PiONSHIP 


How to Run a Contest 


with Eleven Co-Sponsors 


By Ed Sachs 
AR Associate Editor 


Sometimes a simple fact of busi- 
ness life can breed a complex situa- 
tion. 

Simple fact—the Kaiser Aluminum 
and Chemical Corp., Oakland, Cal., 
wants to sell more aluminum foil. 

In striving to reach this goal, the 
company became involved in one of 
the largest and most complex co- 
operative promotions in recent 
years, an estimated $2 million cam- 
paign. If you have been thinking of 
a co-op effort, with one, or perhaps 
two other companies, consider the 
scope of the Kaiser campaign. It had 
these elements: 


e Eleven companies, plus a major 
airline, were involved 


® Ten advertising agencies, in San 
Francisco, Los Angeles, New York, 
Chicago, Dallas and Minneapolis, 
were participating. 


® The largest advertising unit in 
Life magazine history, both from 
page and dollar points of view, had 
been ordered and used. Trade 
sources estimated the cost of the 
28-page, full-color insert at $374,061. 
Another $100,000 was spent in pro- 
ducing a quilted aluminum foil cover 
for the insert at the Kaiser plant in 
Belpre, Ohio, which was shipped in 
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three railroad cars to Life’s printing 
plant in Buffalo. 


e A national contest, the First An- 
nual Cookout Championship, 
drawn thousands of entries. 


had 


@ The 25 finalists and their wives, 
from 14 states and the District of 
Columbia, were flown to Hawaii for 
the finals of the event. Also flown, 
via Pan American Airways, were 
the personalities from the food press 
and the world of sports who acted 
as judges, members of the press, and 
officials from Kaiser and its agency, 
Young & Rubicam Inc. 


> The campaign grew out of a series 
of meetings in May, 1958, between 
William Reilly and Robert C. Hend- 
rickson of Young & Rubicam’s San 
Francisco office and E. C. Robertson, 
ad manager of Kaiser’s 
foil division. 

At that time, Kaiser’s foil sales 
staff busy presenting to the 
trade a promotion built around an 
outdoor cooking theme and featur- 
ing a Tiki Torch asa self-liquidating 
premium. This was planned to run 
as a display promotion, but without 
the support of consumer advertising. 
To the men planning the event, it 
was “obvious” that it would produce 
results. 

The “obvious” reasons included 
the growth of the foil industry and 


consumer 


was 


of outdoor cooking. 


® The sales of barbeque equipment 
amounted to $18 million in 1954, 
rose to over $100 million in 1958 
e The sale of hot dogs had grown 
from about 3% billion in 1952 to 
over nine billion in 1957. 


© A survey showed that 81% of all 
U.S. families eat outdoors with great 
regularity even in those areas where 
thunder storms and mosquitoes run 
strong interference. 

@e The sale of aluminum foil had 
tripled in volume since 1954. There 
were many factors contributing to 
this growth, but it seemed obvious 
that one of the more important had 
been the use of foil in outdoor cook- 
ing. Foil was being used by outdoor 
chefs to roast corn, to bake potatoes, 
to cook frozen vegetables in the 
coals, to keep French bread hot, to 
keep salads crisp and cool, to deco- 
rate tables, to preserve leftovers 
>’ The challenge to combine these 
two growth industries became the 
motivation for the cooperative pro- 
gram. Yet, to be successful, it was 
felt that the promotion had to in- 
clude these four objectives: 


1. It had to be unique—different 
from the over 50 outdoor cooking 





There’s a Graphicopy Paper 
for nearly every office job 


Check this listing and you'll see there are Hammermill Graphicopy Papers 
to fit nearly all your office printing and duplicating needs. Actually there 
are 272 different weights, colors and finishes of Graphicopy Papers. Ask 
your Hammermill Supplier for the complete list—the Graphicopy “Paper 
Selection Guide”. Or write Hammermill Paper Company, Erie, Pennsylvania. 


maT ae rhea ny 


HAMMERMILL BOND — The standard of quality for 
better-looking letterheads, forms, enclosures. Clear, 
bright and strong with good erasability and typewrit- 
ing quality. White and 13 beautiful colors. 


COCKLETONE BOND — For executive letterheads and 
important documents. A luxury paper at modest cost. 
Excellent typing, writing and erasing surface. 


MANAGEMENT BOND —A good-looking watermarked 
paper for low-cost letters, forms, enclosures. Fine typ- 
ing and writing surface. 


WHIPPET BOND — For forms, advertising literature, 
bulletins and catalog pages. An economical unwater- 
marked bond with top press performance qualities 


HAMMERMILL OFFSET SUPER-SMOOTH—Outstand- 
ingly level surface gives brilliant printing effects with 
life-like illustrations. Runs well on spirit duplicators. 


HAMMERMILL OFFSET WOVE —For general purpose 
offset reproduction uses: advertising pieces, sales liter- 
ature, manuals, catalogs. 


HAMMERMILL OFFSET VELLUM — For all kinds of 
ad-promotion printing. Gives a softer more subtle effect 
to art work and product illustrations. Also works well 
with stencil duplicators. 


GLOSSETTE COATED OFFSET -— For sharpest repro- 
ductions of black and white or colors — type, solids, 
illustrations. Also ideal for bright, sharp spirit dupli- 
cator copies, and it works well as a spirit master. 


DEEPLAKE OFFSET -A reliable general purpose paper 
at a very reasonable price. Wove finish. 


HAMMERMILL OPAQUE — Gives extra sparkle to 
type, solids, illustrations. Tops for two-side printing. 
Is good for extra-quality stencil duplicating with contact 
dry or paste inks. Vellum finish. 


HAMMERMILL COVER-—For booklets, folders, menus 
and other cover paper jobs. High bulk, bright, color- 
ful. Performs beautifully on stencil duplicators. 
Antique finish in radiant white and nine colors. 


HAMMERMILL INDEX —For index cards, show cards, 
folders, menus and general advertising. Strong, snappy 
and easy to use in the typewriter or on the spirit 
duplicator. Is best index paper for any printing. 


Stencil Duplicating Grades 


HAMMERMILL MIMEO-BOND — For top-quality repro- 
ductions of bulletins, scripts, sales letters, other mime- 
ographed messages. Lint-free, with minimum set-off. 
Gives more than 4,000 readable copies per stencil. 


WHIPPET MIMEOGRAPH-—For clean, sharp, low-cost 
mimeograph copies. Lies flat, runs fast. 


For Spirit and Gelatin Duplicating 


HAMMERMILL DUPLICATOR — Gives outstandingly 
bright, sharp copies of bulletins, reports, invoices, etc. 
Colors, made with alkali-resistant dyes, are right for 
Azograph duplicator use. 


WHIPPET DUPLICATOR — For attractive spirit and 
gelatin duplicated messages at low paper cost. 
HAMMERMILL DOUBLE PURPOSE MASTER PAPER 


For long or short run masters on spirit and gelatin 
duplicators. Good for offset reproduction proofs. 


Special PTs eT LABS 


HAMMERMILL TRANSLUCENT -— For “whiteprint” 
machine masters. Excellent for printed headings by off- 
set duplicators. Types, writes, erases well. Its high trans- 
lucency gives fast, clear copies. 


HAMMERMILL BRAILLE — Made especially for clean, 
firm, durable embossing of smooth raised dots by the 
Addressograph-Multigraph Braille Duplicator or the 
Perkins Brailler. 
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promotion 


being offered in 1958 


2. It had to be big, in fact, the big- 
rest 


3. It had to offer consumers new, 
important benefits 


4. It had to the trade, new, 
important benefit 


To be different, it was decided to 
sponsor a cookout championship, the 
first annual cookout championship 
To make it unique, it was decided to 
restrict the championship to men 
only 

This, of course, was a smoke- 
creen. While more and more men 
are cooking outdoors, the female 
gender does most of the cooking in 
this country. Surveys have shown, 
however, that one of the best ways 
to interest women in a project Is to 
label it “For Men Only.” Through 
this device, it was hoped that both 
sexes would be interested in the 
contest 


> Planning continued from May 
through July. It was decided to 
make the contest easy to enter. En- 
try blanks. proot of purchase, de- 
tailed recipes were eliminated. Only 
an outline of the male cook’s fa- 
vorite main dish and the method 
recommended to prepare it wer 
made qualifications 

It was considered best to have the 
final 25 contestants selected by Reu- 
ben H. Donnelly Co., Los Angeles, 
Cal. To add glamor to the event, and 
95 


to give it news importance, these 
men and their wives were to be 
flown to Hawaii, with the finals of 
the event to be held at the Ale Ale 
Kai Gardens in the Hawaiian Vil- 
lage Hotel, a Kaiser property. 
Selection of the winners was en- 
trusted to a panel of judges that 


Cooperative Display Representatives 
of the three major partners in the pro 
motion get some hints from the “‘Life’’ 


insert, and a pretty model, of course 


74° GR « February 1960 


I 
| 
! 
| 
! 
! 
| 
! 
| 
! 
! 
! 
1 
! 
! 
! 
| 
! 
! 
| 
! 
I 
l 
! 
! 
! 
| 
l 
4 


The Winner: 


Gribbroek 


Line firebox of grill with Kaiser quilted broiling foil. Add charcoal or briquets; 


| 
| 
| 
| apply and light Siz. Let burn until gray ashes cover coals and flames have subsided. 

| Cut pork tenderloin in |-in. cubes. In large bowl, mix nuts, onion, garlic, coriander, 
sugar, lemon juice, soy sauce, oil and pepper, until well blended. Add cubes of pork; 
| 

| 

| 

| 

| 

| 

J 


marinate for 10 minutes. 


Place pork on skewers. Grill over coals about 10 minutes for each side. Baste with 


marinade once on each side. 


To serve: Slide pork cubes off skewers. Garnish with kumquats and orange leaves. 


Saffron rice 


Serves four 


included Dorothy Marsh, food edi- 
tor, Good Housekeeping; Eleanor 
Crook (Amy Alden), food editor, 
American Weekly; Demetria Taylor, 
food editor, Parade; Gaynor Mad- 
dox, food and markets editor, NEA 
Syndicate; and Stan Musial, out- 
standing baseball player and owner 
of a St. Louis restaurant. 

Last of the preliminary decisions 
was to give a certificate to every 
man entering the contest, one he 
could hang on the side of his bar- 
becue grill 


>» Next step was realizing the second 
of the objectives it had to be 
big. Following meetings with Henry 
J. Kaiser Sr., Edgar Kaiser, and 
Henry J. Kaiser Jr., the Life insert 
evolved 

Why was such a large expenditure 
of advertising funds necessary? 

The agency men felt that the par- 
ticipants in the cookout should be 
given page after page of solid serv- 
ice materials, new methods and new 
recipes. They wanted to give them 
“gorgeous close-up shots of new 
outdoor dishes and ideas.” 

It was also apparent that the proj- 
ect needed partners to make it 
work. Two more major partners 
were needed, not only to help pick 
up the tab, but to share the point- 
of-sale and selling responsibilties. 
Eight other partners were needed to 
share the Life space. 


>In August, 1958, the search for 
partners began and on the first call, 
Carnation Co., Los Angeles, said 
yes. Carnation also offered to spear- 
head the promotion at the trade lev- 
el. It was also Carnation that sug- 
gested the use of the word “Bar-B- 
Tricks” as a device to help future 
champions find their way to Hawaii. 

The search then led to the east. 
There, 65 calls, not including call- 


Pork Tenderloin, Javanese 


or lightly curried rice with currants, makes an excellent accompaniment. 


backs, were made. Best Foods, on 
behalf of its pickles, mustard and 
french dressing, came in. 

In Chicago, 30 calls were neces- 
sary before three new partners 
signed up. They were Campbell's 
pork and beans; Siz, a new charcoal 
fire starter being introduced by Gold 
Seal Wax Co., and the S.O.S. Divi- 
sion of General Foods. 

At this point, eight weeks of work 
had been spent trying to recruit 
partners and five more, including a 
major, were still needed. They were 
found back in the west. California 
Packing Corp. became the third 
major partner, and Hills Bros. regu- 
lar and instant coffee and Adolph’s 
Ltd. (meat tenderizer) joined the 
promotion. Last to join was a Texas 


concern, Gebhardt Chili Powder Co. 


> The third qualification was next. 
This was to offer the consumer new 
benefits. This meant a great deal of 
cross-plugging with each company 
bringing in another’s product when- 
ever and wherever this was practi- 
cal. 
Some examples: 


@ In a recipe for Bar-B-Sauce Del 
Monte, the cook was advised to use 
Del Monte catsup, Gebhardt’s Chili 
Powder and Best Foods’ mustard 
with horseradish. 


e A recipe for Aloha Salad with 
pineapple chunks called for Del 
Monte, Carnation and Best Food 
products. 


@ Uses of Kaiser quilted broiling 
foil were stressed in most of the 
recipes. 


This cross-plugging went on in all 
media, network tv, radio spots, color 
pages in magazines and newspaper 
supplements, outdoor posters and 
ads in dailies. 





> At a planning session of the part- 
ners, Mr. Hendrickson spelled out 
the trade benefits. From the 
of that meeting: 

“The last objective, and in some 
ways the most important, is that 
the promotion has to offer the trade 
important, new benefits. This is of 
particular importance because it is 
at the trade level that so many well 
founded co-op promotions have run 
into trouble. Buyers 
committees may 


notes 


and buying 
lead us to believe 
otherwise at times, but basically 
they just like the rest of us 
they get confused when too 
people tell them too many 
things. Thus, right from the start, it 
was stated on each prospect call that 
while this promotion would be big 
and involved eleven partners, one 
and only one partner would captain 
the selling effort at the trade level. 

“The Carnation Co. was selected 
as the captain. It was agreed that all 
sales presentations would be han- 
dled by Carnation, with Del Monte 
and Kaiser men assisting, and that 
follow-up calls would be coordi- 
nated by Carnation district man- 
agers. Also, all point-of-sale mate- 
rial would be ordered by their men, 
shipped at their instruction and put 
in the stores under their supervi- 
sion.” 


are 


many 


’ Mr. Hendrickson 
point-of-sale 


described the 
materials, including 
the major display piece, over-the- 
wire product and theme 
banners, cards, shelf talkers, 
mats, and leaflets containing Bar- 
B-Trick ideas and Cookout Cham- 
pionship rules. 

He pointed out: 

“Dealers this full-color 
material for a storewide promotion, 
or a Bar-B-Trick headquarters. All 
feature products of all eleven part- 
ners. At the same time, the material 
offers each dealer the opportunity to 
tie in non-competitive private label 
merchandise and/or high profit 
items of his choice that he may wish 
to feature during the barbeque sea- 
son.” 


The 


posters 
case 


can use 


event was now There 


set. 


Inserted Book.et 


‘ 


Eye-catcher in this 
was the 28-page booklet 
with a cover of quilted foil 


ad from “‘Life’ 
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Solve your typographic problems with modern methods. 
Fotosetter/Warwick service speeds sharp, perfect repro- 
duction proofs to you hours after your copy is received. 
Overnight to your desk anywhere in the U.S.A. 


Send for 
FREE 

new 
Fotosetter 
book 
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DEMONSTRATORS 


add action to sales talks 


Graphic Demonstrators show your 
product in motion... put over points 
that are difficult to describe in 
words... fit easily into brief cases or 
envelopes for mailing. For example, 
the model illustrated shows, in 
parallel action, what happens when 
an ordinary tire blows out and how 
this is prevented by a new tire design. 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Demonstrators 
and full information. 
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We specialize 3» 
in your 
LAMINATED 
PAPER 


REQUIREMENTS 


New Decorative Papers — New Em- 
bossing Designs —Soil Resistant and 
Waterproof Papers—Suedes—Flints 
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from 7 points to 72 points with filler 
to suit your needs. HAMPDEN is 
a one-stop “Service Station” where 
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laminated specialty paper require- 
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and decorative useful assortment of 
papers. Ask your paper merchant to 
see HAMPDEN’s complete portfolio 
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your needs, If you can’t find what 
you need, write our creative depart- 
ment to submit ideas for you. Try 
HAMPDEN first — you'll save time 


and money. 
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were additional flurries. Life printed 
a brochure describing the promo- 
tion and Carnation put together a 
second promotion brochure furnish- 
ing an equal number of copies to 
each partner. 


>’ The men started cooking while 
behind the scenes the promotional 
efforts continued. Toward the end of 
the summer the 25 champions were 
selected. An occupational break- 
down will give you some idea of the 
type of men, and their wives, who 
were attracted to the event. 

They included the head of the de- 
partment of bacteriology, University 
of Southern California; a mechanical 
engineer for Chrysler Corp.; the 
general sales manager, Fruehauf 
Trailer Corp.; the owner of Santoi 
Inc. Mfg. Co., Lafayette, Ind.; a 
consulting engineer: a senior at a 
Dayton high school; an exporter of 
food stuffs and industrial chemicals; 
a physicist; a president of a depart- 
ment store chain; a layout artist in 
the cartoon division of a Hollywood 
studio; an expediter for an aircraft 
company; a die cutter and printer; 
an Episcopal clergyman; an execu- 
tive of an advertising agency; a 
commercial artist; a restaurant 
owner; an audio-visual specialist; 
the owner of an arts and craft shop; 
a student at the University of New 
Mexico; the dean of men of a uni- 
versity in Illinois; a public relations 
consultant; a salesman; owner of a 
publicity and public relations firm; 
a lieutenant commander in the navy; 
a sales promotion executive; and a 
district sales manager. 

The winner of the $10,000 first 
prize turned out to be Robert C. 
Gribbroek, the layout artist for 
Warner Bros. Pictures Inc. His en- 
try was pork tenderloin Javanese. 
Jeep station wagons went to the 
next four winners. The final event 
attracted a crowd estimated at 5,000 
people. When the cook-off arena 
was erected, it was dubbed the 
“world’s largest barbeque kitchen.” 


> To the men who watched the finals 
of the event, from 10 am to 3:30 pm, 
it was the end of a year’s planning. 
The team representing Kaiser had 
made more than 100 trips across the 
country from San Francisco. Several 
separate trips had been made to 
Washington to work out details on 
the Life insert with postal authori- 
ties. (Final decision: pages could 
not be numbered, insert had to be 
presented as a booklet.) 

But the results seemed to the 
sponsors to be worth the effort and 
expense. The promotion will be re- 
peated in 1960. And it all started be- 
cause someone wanted to sell more 
aluminum foil. 44 





How a premium 


sold 


premium beer 


To sell 4,500,000 bottles of beer to a market 
of only 11,000,000 people, you need a promotion with appeal. 
Here’s a success story without parallel! 


by Bette Macon 
AR Associate Editor 


When “the beer is good again,” 
after a long war, but the public 
doesn’t buy it, even a very old and 
famous brewery has a sales prob- 
lem. 

This was the situation facing 
Amstel Brewery a couple of years 
ago. Located in the center of the 
Netherlands with four branches to 
cover each corner of the country, 
Amstel appeared to be in the best 
of all possible positions to sell 
plenty of beer to the 11 million 
Dutch people concentrated in the 
small area. 

But Dutch beer consumption 
which had dropped during the war 
due to the brew’s wartime quality 

had never picked up again. Even 
a promotion launched by the Central 
Brewery Authority to “lead the 
Dutch back to beer” had resulted in 
only an 8% rise in beer sales over 
a seven-year period. 

Moreover, even with the 8% 
rise, sales figures showed the Dutch 
beer-drinker to be a disappointing 
sluggard as compared to Americans, 
Australians, and the rest of the 
Europeans. Even the French, fa- 
mous for their love of wine, were 


hitting the suds harder than the 
Dutch. 


> The problem, as Amstel Brewery 
officials saw it, was obviously not 
one that could be entirely solved 
by the Central Brewery Authority. 
Especially when the Amstel prob- 
lem was not so much to sell more 
beer as to sell more Amstel beer. 

During a sales meeting in late 
November, someone suggested giv- 
ing away a beer mug decorated with 
the Amstel name, to stimulate the 
sales of Amstel’s Pilsener and Gold 
bottled beer and a premium cam- 
paign had been born .. . one that 
would show that a promotion can 
develop a life and problems of its 
own. 

Working rapidly with the 
brewery’s advertising agency, Hund, 
Van Vleuten and Roemburg, Am- 
stel’s publicity department set to 
work on the many and_ varied 
facets of such a promotion. 


> By the end of December, the mug 
had been chosen. Made of ceramic 
with simple, square lines, the mug 
discreetly bore the Amstel name 
in raised, self-lettering the same 
color as the mug. The six colors, ob- 
viously chosen to tempt Dutch 


ladies into’ participation, were 
ivory, lavender, azure, cream, old 
pink, and sea green. Since the 
breweries are not allowed to give 
anything free—even in return for 
a beer purchase—a price of 95¢ in 
Dutch currency was set. 

The proof-of-purchase for the 
premium mug was another prob- 
lem. Amstel figured rightly that it 
would almost have to be labels from 
the bottles themselves, but how 
many? The magic number finally 
settled upon for each mug was six. 

There were a couple of reasons 
for choosing this number. 

Most package shop beer pur- 
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chases were four bottles at a time. 
To require six coupons for a mug 
would tend to each _indi- 
vidual “take-home” sale, yet not be 


boost 


so high as to discourage the con- 
sumer. 

The label, however, created an- 
other problem for the Amstel pro- 
motion staff. To keep competitive 
breweries from starting their own 
promotion, Amstel wanted to keep 
the premium campaign a complete 
secret. This top secrecy order in- 
Amstel brewery 
staff, other than the publicity de- 
partment 


cluded even the 


Obviously, the premium labels 
had to be kept a secret also. Yet, 
how were they to get on the bottles 
in time to reach the consumer at 
the start of the campaign? The so- 
lution was new labels which looked 
innocent enough on the outside, but 
were coded with a printed red let- 
ter “A” on the back. This coding 
idea enabled Amstel to start print- 
ing the labels early enough to in- 
sure them being on every bottle 
of Amstel’s Pilsener and Gold at 
the start of the campaign. 
visitors to the 
brewery asked about the red letter 
on the back of the labels, the head 
of the 
swered in 


If employes o1 


bottling department an- 
faith 


was the explanation given him 


good since this 


that it was part of a coding system 


> Opening date for the campaign 
was May 22, 1959. On May 20, Am- 
stel inserted “teaser” ads in the 
country’s 140 daily newspapers, then 
“broke” the news on the opening 
date. Ads were also inserted in the 
women’s consumer publications and 
business journals slanted at res- 
taurants, cafes, and package shops 
In addition, a direct mail piece in- 
formed the trade of the new pre- 
mium plan 

All in all, the timing was re- 
markable. Through keeping abso- 
lute secrecy until the right moment 
and the almost simultaneous an- 
nouncements to trade and _ con- 
imparted a 
fresh breath of novelty to the cam- 
paign that gave ita running start. 
Yet the brewery had not fallen 
into the sometimes fatal trap of 
letting the public tell the 
about the promotion. 


sumer, the brewery 


trade 


> For its own 


Amstel 
starting less 
than a week before the campaign’s 
opening—to break the news. 


personnel, 
used three meetings 


e A sales department meeting for 
all inspectors, branch managers and 
sales representatives (about 100 
men in all) took place in Amster- 
dam on May 17. The secret was re- 


vealed at this gathering and in- 
structions given to secure full co- 
operation in carrying out’ the 
scheme. 


e The entire personnel of the main 
Amstel brewery in Amsterdam, and 
the four branches in the rest of the 
country, were invited to a huge 
show in Carré, the Amsterdam 
circus building. 900 employes and 
their wives or sweethearts packed 
the house. After seeing a variety of 
famous show-business acts, the 
audience was told about the Amstel 
Beer Mug Plan as the finale. 


@ On Monday, May 19, Amstel held 
a meeting for 350 distributors to 
package shops, licensed restaurants 
and cafés. This group was told 
about the plan including film slides 
of the publicity material and adver- 
tising pieces being used to promote 
the campaign. Each was given a 
campaign book to show the pack- 
age shops and restaurants the visual 
aids available to them during the 
promotion. 


> The retail pieces included: 


© A window display showing a real 
beer mug and two bottles with 
their labels cut to show the “A” 


e A counter showcard of a post- 
man with an armful of colored 
campaign leaflets; 


® Bottle-riders in the six mug 


colors: 
® Book matches; 
e Flags for the kids. 


Other Amstel advertising pieces 
included: 


® Roof-top automobile posters for 
the sales and service staff; 


e Truck posters; 


© A wooden wall rack to display 
all six of the mugs (this piece was 
designed for the 
cafés. ) 


restaurants and 


>» To acquire an Amstel mug, the 
consumer had to send a _ postcard 
to the main brewery with six of 
the red “A” labels—from either 
Pilsener or Gold bottles—pasted on 
one side, and 95¢ worth of stamps, 
over the regular postage, on the 
other. (The Netherland postoffice 
cooperates in a campaign such as 
this by paying the addressee in 
cash for the value of any stamps 
affixed over and above the usual 8¢ 
postage. ) 

At the end of the first week 8,000 
postcards had been delivered to the 
brewery. If this kept up, through- 
out the campaign’s estimated life 
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of three months, Amstel felt the 
promotion could be 


cess 


called a suc- 


But the stream of postcards be- 
came a flood, and requests for the 


mugs averaged out at 25,000 a week 


> Special addressing labels, in con- 
tinuous strips, had been prepared 
to help speed mug_ distribution. 
Printed on colored stock, matching 
the mug colors, each of the label 
strips had its own carbons, post- 
cards and white index cards. 

When a_ postcard 
green mug, the address 
was typed on a green label, indi- 
cating the mug to be shipped. 

The postcards were used to let 
the sender know there would be a 
delay in the delivery, and the white 
index cards were for company rec- 
ords 


requested a 


sender's 


> With this addressing system, Am- 
stel thought it was well prepared 
to handle the delivery of the mugs. 
But as the requests kept pouring 
in, filling of orders began to lag 
behind 

For one thing, five manufacturers 

working at full steam—were not 
quite enough to produce the re- 
quired number of glazed ceramic 
mugs. So deliveries tended to fall 
farther and farther behind. 

The other reason was the unan- 
ticipated trouble the Amstel staff 
had with the postcards. 

While most mug requests could 
be handled easily and quickly, Am- 
stel began to count on a certain 
number of trouble-makers such as: 


@ People who neglected to put the 
proper amount of money on the 


cards but faithfully adhered to the 
label requirements; 


® Those who sent in enough money 


for—and requested—an entire set 


of mugs—but who sent only two 


labels 


e Those who asked the brewery to 
make delivery on a special date such 
as a birthday, anniversary, etc; 


@e Those who wanted to buy the 
wooden mug rack they had seen in 
a restaurant 


> In addition to these, there were 
a certain number of people who 
followed all the rules but forgot 
to write their addresses, or wrote 
them so_ illegibly, Amstel 
couldn’t make them out. 

But none of these came close to 
several high-grade noncomformists 
who turned up. Among those who 
will never be forgotten by Amstel 
were: 


typists 


® The man who covered his post- 
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Point-of-Purchase Piece Holding an 
actual mug, this display gave all the 
details of the promotion. The mug on 
the mailman’s outstretched arm is ac- 
tually a four page, die-cut folder with 


complete directions 


card with 60 labels but claimed he 
couldn't afford the extra 95¢ in 
stamps: 


e The man who sent in the right 
amount of stamps but attached two 
labels from a competitive brand of 
beer, explaining he had run short 
of Amstel labels; 


® The shopkeeper who claimed 
(and named) a culprit who had 
taken all the labels from the store’s 
empty beer bottles. The shopkeeper 
wanted Amstel to keep on the look- 
out for the thief’s mug orders and 
warned the brewery he might re- 
sort to using a different name. 


> Between the mail deliveries, the 
Amstel phones rang so constantly 
the brewery finally set up a special 
telephone department to answer the 
flow of inquiries: 


© Did Amstel have a good supply 
of all colors in the mugs? 


® Would the brewery please make 
a note that there was no one home 
in the mornings at the sender’s 
address and see that the mugs 
would not be delivered then? 

And finally came the _ world’s 
most enthusiastic participant in a 
premium campaign ... the man 
who sent a package to the brewery 
containing enough money and cou- 
pons for 200 mugs! 


> Amstel realized its limitations in 
handling the distribution of the 
mugs at this point and handed the 
job over to a professional mailing 
house, Vierhand Ltd., Haarlem. For 
the rest of the campaign, the brew- 


ery merely counted the postcards 
and tied them up in bundles of 50 
to be taken over to Vierhand. 

The only mugs now distributed 
by Amstel were “over the counter” 
in a temporary mug _ shop located 
in the Amsterdam office. This was 
in response to the continued calls 
requesting permission to pick up 
the mugs rather than have them 
mailed. 


> In planning the campaign, Amstel 
had expected response to drop off 
at the end of three months—if not 
before—but mid-August figures 
showed campaign participation as 
high, if not higher, as the first 
month’s average. 

Since it was evidently not going 
to wear itself out, Amstel decided 
to call an official halt to the cam- 
paign at the end of August. 

Feeling it was only fair to warn 
the public, the brewery inserted 
“closing date’ advertisements in 
those publications which pulled the 
highest on the announcement ad- 
vertisements. 

These ads appeared on August 21, 
and at this date, total requests for 
the mugs had amounted to 300,000 
with the weekly figures still around 
the 25,000 mark. 

For this final week’s push, Am- 
stel set its estimate at the generous 
and highly optimistic figure of 
100,000. 

This figure—quadrupling the nor- 
mal weekly response—was picked 
to take care of two types of con- 
sumers who might show up with 
heavier than normal responses. 


@ Those who would want to com- 
plete their mug sets in this last 
week. 


@ Those who had been saving up 
coupons but had procrastinated in 
sending them in. 


The last week’s mug_ requests 
were as much of a surprise to Am- 
stel as the whole premium cam- 
paign had been. When the last mug 
order had been added up, total 
“last week” figures came to over 
300,000, a figure which equaled the 
entire campaign response up_ to 
then! 

In fact, final figures for the cam- 
paign showed that three-quarters of 
a million mugs had been distributed 
during the Amstel promotion. This 
figure, however, also included di- 
rect “sales” from the mug shop and 
other distribution centers set up 
by restaurants and cafes. 


> Amstel’s last step in the cam- 
paign was to order a survey in 
which 2,000 of the participants were 
questioned on the following points: 





Got a potful? If not, here’s a big recipe that could get you some extra coin 
from the boss. Just give him these facts. As the world’s largest enamel printing 


paper specialist, Consolidated offers finest quality for less. By specifying Consolidated 


Enamels for catalogs, brochures and other printed pieces, he’ll save a pretty penny 


without sacrificing quality. Get free test sheets. Have your printer test them on 


your next printing order, comparing quality, 

* 
performance, costs! Then just help yourself. osecoktdetece 
Available only through your Consolidated Paper Merchant 


WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. + Natl. Sales Offices, 135 S. La Salle St., Chicago 





Faultless advertising balloons 


get more attention for your 
brand name, insure success 
for premium promotions Send 
for free sample kit, including 
new two-color imprinted 
balloons, layout sheet, price 
lists and complete ordering 
informatior The Foultless 


Rubber Company, Ashland, O 


faultless 


IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 


tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription — 52 idea-packed issues — 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 E. IIlino: ' 
Enter my l-year (52 issues) trial order tor omy + 
$3. I must be satisfied or my money back 
NAME 

COMPANY 

STREET 


0 $3 enclosed [) Bill me () Bill firm 
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® Had they liked the campaign? 


® Did they like the mugs after they 
were in their homes? 


© How were the mugs being used 
in the homes? 


® Had they switched back to their 
former brands or were they still 
buying Amstel brands? 


@ Had the long delays in mug dis- 
tribution had any effect on their 
participation? 


From this survey and sales fig- 
ures, Amstel totted up several “per- 
manent” advantages from the cam- 
paign which were still in effect 
months later. Three-quarters of a 
million mugs were keeping the Am- 
stel name in Dutch homes and this 
resulted in a general public aware- 
ness of the brewery that had not 
been evident before. 

The sales of Pilsener and Gold 
bottled beer were still significant- 
ly higher than pre-premium cam- 
paign figures. 

All in all, Amstel felt it had been 
a good promotion—not only to sell 
more Amstel beer—but one which 
proved the enthusiasm of the con- 
sumer when offered an interesting 
premium. 44 


Marvic Introduces ‘Nil’ 
As a Swell Nothing! 


If you’ve been trying to get some- 
thing without much success, maybe 
you ought to settle for “The Nil,” a 
novel nothing recently introduced 
by The Marvic Co., New York. 

A certified intangible, with plenty 
of im-potential, The Nil is guaran- 
teed to go absolutely nowhere pro- 
viding you don’t forget to lubricate 
the vacuum once every three 
months. 

Further testimonial to the Nil’s 
non-serviceability is attested to in a 
foggily-written instruction leaflet 
which says in part: 


“The Nil has a reputation that 
borders on disrepute. Hundreds 
of leading scientists (names on 
request) have voluntarily with- 
held their endorsement of this 
superb product. Some of Amer- 
ica’s top businessmen have 
wholeheartedly rejected it — not 
once but many times! In our files 
are thousands of letters from Nil 
users, all of them warmly vehe- 
ment.” 


For those who just insist that 
everything must have a purpose, 
The Marvic Co. suggests it for use 
as a booth giveaway, direct mail at- 
tention-getter, or as a business gift 


for the guy who has everything. 
Prices, with ad imprint, start at 
34¢ each in 100-lot orders and drop 
to 19¢ each in 1,000 lots. 
Samples and details are available. 


- for more details circle 217, page 115 


Folder Suggests Ideas 
For Promotion Specialties 


Suggestions for specialties as part 
of a commemorative promotion are 
described in a new brochure from 
The Green Duck Co., Chicago. 

Specific items in this line include 
custom-created jewelry, embossed 
metal specialties, coins and coined 
key tags, lithographed buttons and 
tags, etc. Other “spreading the 
word” ideas on company birthdays 
and anniversaries are also included 
in the Green Duck Folder. These 
range from story ideas in standard 
media to artificially “aged” letter- 
heads, etc. 

The folder also gives details on 
the free design service available 
from this company. 


. for more details circle 218, page 115 


Brochure Presents Tables 
For Gift and Award Ideas 


A new brochure featuring folding 
tables as business gifts, premiums 
and sales incentive awards has been 
introduced by Howe Folding Furni- 
ture Inc., New York. 

Illustrated in the brochure are a 
variety of novelty tables including a 
horseshoe design that can double as 
a tray or decorative wall piece, a 
folding game table with a checker- 
board design, and a sturdy picnic 
table that folds and carries like a 
suitcase. 


. for more details circle 219, page 115 


What say we close the offer as of 

midnight the day we introduce it. 

That should control the demand some- 
what. 





Welcome Sampler . 


To Sell It, 
Give It Away! 


Movie theaters don't make money 
on empty seats, but a group of 
Detroit exhibitors learned that 
they can be used to build customers. 


. The cashier accepts a ticket from a 


movie viewer, taking the first step to habitual patronage. 


By Haviland F. Reves 


When an industry sells intangible 
products or services as its basic 
source of revenue, it faces some 
special problems in promotion, dif- 
fering from the firm across the 
street selling the typical hard goods 
or tangible commodities. But the 
united efforts of motion picture ex- 
hibitors in Detroit have shown that 
there is a way to utilize the selling 
impact given by a _ well-presented 
premium program. 

The motion picture business has 
been in a difficult, or rather transi- 
tional, stage for quite a few years. 
Part of this is the long-range read- 
justment to changed _ conditions 
brought about by the maturing of 
television in the past decade. An- 
other factor is the decline in fre- 
quency of theater-going following 
the war and postwar boom period. 
The decline of smaller theaters and 
their replacement by drive-ins, and 
the development of important tech- 
nological changes have also created 
problems for the exhibitor. 

But the Detroit exhibitors found 
that they could use their own key 
product, the theater seat, as a sam- 
pling device to stimulate the return 
to the theater, to introduce their 
product to new audiences—just as 
the supermarket offers samples of 


its wares in special promotions, and 
to make people again conscious of 
the important role of the motion 
picture theater in the neighborhood 
and the community alike. 


> This is a type of program which 
similar business firms can use to 
broaden and stimulate the market 
for services or intangibles. Gen- 
erally speaking, a sampling program 
of this nature does not require ex- 
pensive added production—the ca- 
pacity for more customers is latent 
in the regular operation. Thus a bus 
could carry more customers, a show 
can seat more patrons, with little 
extra operating cost, unlike a busi- 
ness which dispenses specific tangi- 
ble goods. 

Further significance of the Detroit 
program lies in the fact that it was 
carried out in two stages or at two 
levels—an individual theater for the 
test program at the start—and then 
on a market-wide basis. The latter 
program was intricate and well- 
promoted, and involved the cooper- 
ation of nearly every theater in the 
area—proving that it can be done on 
either an individual or a coopera- 
tive basis. This offers interesting 
possibilities for planning an institu- 
tional program. 


> Selected for the first phase of the 


program, which set the pattern for 
the city-wide program, was the 
Fisher Theater, a super-deluxe sec- 
ond run house located in the mid- 
town area. It is in the famed Fish- 
er Building, probably the most ob- 
served structure in Detroit because 
of its visibility for miles on many 
major arteries. Yet early reactions 
to the ticket sample program 
showed that lots of people did not 
know where it was, and called up to 
ask “How do we get there?” The 
sampling program was responsible 
for bringing in people, accordingly, 
who were sometimes not even aware 
there was a theater in the building 
—though all mailings for this phase 
were within a four mile distance. 

The significance of the sampling 
technique became apparent—people 
are on the move, and there is an 
unsuspected turnover in the market. 
Using available data on people mov- 
ing their residence, and the returns, 
especially by way of such phone 
calls for information, on the sample 
program, the late Harold H. Brown, 
who as president of United Detroit 
Theaters conceived and spearheaded 
this basic program, estimated 18 to 
20% of the people within a metro- 
politan area move within the year. 
So a business must make an appeal 
constantly to fresh potential cus- 
tomers—who have to be made aware 
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of the product or service offered— 
and sampling seems to do the job. 


> The Fisher program included six 
mailings of 10,000 units each—a total 
of 60,000 mailing pieces for this one 
theater—probably the heaviest di- 
rect mail campaign ever put on for 
any single theater in this country. 
The mailings were spread over a 
period of three months. 

The means selected was an at- 
tractive postcard with a picture of 
the Fisher Building—because it is a 
landmark few Detroiters could miss, 
even if they forgot the theater. The 
text stated that “The manager of the 
Fisher Theater would like to be- 
come acquainted with you,” and the 
card was good for two admissions to 
the house, during the following 
three weeks, giving the recipient a 
choice of three different programs. 
Two seats were offered, rather than 
one, to add an element of social ap- 
peal, to enable the recipient to 
please someone else, and to assure 
two potential customers in place of 
one, 

Space was provided on the card 
for the patron to sign his name and 
address. This built an extensive fu- 
ture mailing list and also permitted 
a detailed study of traffic origina- 
tion—something that is important 
in planning future promotions. 


> Incidentally, quality of mainte- 
nance and housekeeping at the Fish- 
er was one reason for the selection 
of this house. It has been well kept 
up, and it was important to bring 
people into a place that was not neg- 
lected or run down, the first time 
they were brought back to sample 
the movie industry’s offerings. 

Mr. Brown evaluated the returns 
at the Fisher Theater as “spectac- 
ular,” reporting that “Boxoffice 
gross at the Fisher has picked up 
far ahead of last year—despite a 
general downward trend in other 
theaters. From a house showing a 
sizeable loss, business improved to 
show a sizeable profit.” 

A considerable number of guests 
took the time to tell the staff they 
had never come in before, some 
bothered to write about it, and some 
came back to report that they were 
now regular paying customers. 


> The test program was followed by 
the city-wide effort. At first, there 
was some consideration of making 
it effective only for the United De- 
troit Theaters, some dozen major 
houses, but it was decided that this 
was a project which justified in- 
dustry-wide cooperation in the 
market area. As Mr. Brown put the 
basic philosophy: 
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“We felt that many other indus- 
tries, such as the soap, crockery, 
and cereal companies, were using 
well-developed mass sampling plus 
incentive programs. Basically they 
were trying to get more people to 
use their products, and to keep peo- 
ple who were using them in the 
habit of doing so. 

“But we felt that nothing had 
been done in the motion picture 
business over a long period of years 
to bring back the people who had 
gradually drifted away. Basically, 
ours is a habit business, and, frank- 
ly, too many people got out of the 
habit.” 


> Three general meetings were 
called to present the program and to 
work out details. About 95% of 
theaters in the metropolitan area 
(about 150 to 175, depending upon 
area and seasonal factors) re- 
sponded, and nearly all actively 
participated. 

An over-all promotional program 
was adopted to put the sampling 
traffic-building program across. A 
special fund of $25,000 was collected 
from exhibitors, based on antici- 
pated benefits. Contributions were 
based upon normal picture “run”— 
first run theaters paid $800, the 
little “last runs” $100. 

The contract for the actual cam- 
paign was awarded to Michigan Ad- 
vertising Distributing Co., which 
has handled similar mail campaigns 
for soap companies, supermarkets, 
furniture stores and others. General 
operation was in charge of a steer- 
ing committee, headed by Mr. 
Brown, on which were represented 
both large and small owners. 


> The program ultimately adopted, 
after consideration of several al- 
ternatives, was a four-month mail- 
ing series, tied in with the Golden 
Jubilee celebration of the industry 
itself. This provided an effective 


There will be a slight additional fee 
if the picture comes up in full color. 


lever for securing much extra re- 
lated publicity. Mailings were sent 
promptly at the beginning of each 
month, with each good for two ad- 
missions for the current month. 
Four types of mailings were used in 
succeeding months: 


1. A two-ticket coupon, good for 
two admissions to downtown (first 
run) houses, plus two admissions to 
neighborhood houses; 


2. A single admission ticket—one 
for downtown theaters and one for 
the neighborhood theaters; 


3. A single admission ticket good 
for neighborhood theaters only. 


4. A coupon good for two admis- 
sions to neighborhood theaters. 


These variations gave a _ cross- 
section of the industry’s appeal to 
the public. Participation varied 
slightly for necessary policy reasons 
—for instance, the history-making 
roadshow of “The Ten Command- 
ments” had to be excluded from 
the sample list. Theaters participat- 
ing were identified by a GJ in their 
newspaper advertising. 


> Mailings totalled 400,000—100,000 
each month, with tickets good any 
time except Saturdays, Sundays, or 
holidays. The mailings covered 
about 22% of the homes in the city, 
but no more than 6% of the homes 
in any area received the tickets. 
Thus, if a given zone had 25 streets, 
the mailing would go to only two or 
three streets in that area in one 
month—in this way, the passes 
would not flood any one area and 
injure the neighborhood theater 
business. 

The mailings went to “occupant” 
with a specific address, using bulk 
rate postage. The direct mail pro- 
gram cost about $15,000, the re- 
mainder of the funds collected being 
used for a further promotional pro- 
gram involving other media. 


> Advertising of the sampling pro- 
gram was carefully avoided—so that 
no one would wonder why some 
friend or neighbor got a pass and 
he didn’t. Complaints that arose had 
to be handled carefully—by ex- 
plaining that only a small portion 
of the city was currently getting the 
mailings, and the caller might be on 
the next list. 

Initial results were “excellent,” 
Mr. Brown said, but there was a 
dropoff when the single admission 
tickets were distributed. These 
proved far less popular than tickets 
in pairs. The highest percentage of 
returns came from the first run 
ticket mailings. 





Mr. Brown summed up the re- 
sults: 

“TI think there is a great future in 
this type of direct mail advertising 
for motion pictures, but it should 
only be used in the off-periods of 
the year—possibly in April and 
May, or from Thanksgiving to 
Christmas. 

“The only way we can get the 
average non-theater-goer back is 
by giving him a sample of our prod- 
uct. With the tremendous competi- 
tion for the entertainment dollar 
and and leisure time in each indi- 
vidual family, our industry must 
work harder than ever before. This 
means working on that large per- 
centage of people who are not now 
going to theaters.” 44 


Can You Prove It? . . . New booklet by 
Proov-It Co. offers one-spot filing of 
authenticated expenses 


Proof of Expense Booklet 
Developed For Taxpayers 


Expense account men—dreading 
the new tax regulation requiring 
proof of expenses listed—will find 
aid in a new booklet produced by 
the Proov-It Co., Seattle, Wash. 

Designed by an experienced tax 
consultant, the “Proov-It” booklet 
contains itemized expense sheets 
with room for recording actual 
amounts spent on travel, car, enter- 
tainment, and other business ex- 
penses. 

The bottom of each such sheet can 
be signed or stamped by the gas 
station, hotel, etc. as a receipt. This 
gives the user of the booklet un- 
questionable proof of the expenses 
noted on his expense sheet in an 
easy-to-file ledger. The booklets are 
24%4x5”, fitting conveniently in a 
billfold. They are priced at 15¢ and 
each contains enough receipts for 
the average user during a month of 
normal business operations. 

There is room for an imprint on 
the cover. Samples are available. 
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_Jack Frost Coolers are double-barreled ~ 
premiums ...at low cost AY 


(PRICES START AT 82¢) 


1. CONSUMER PREMIUM 


Pack multiple units of your product 
in the handsome re-usable Jack Frost 
cooler. Watch sales perk up as home- 
makers buy more of your product be- 
cause they want the cooler, too. 


PRODUCT DISPLAY 
AND DEALER GIFT 


Lightweight, spacious shipper for many 
items. Dealer can use it for mass dis- 
play of your products . . . then take 
home a picnic cooler for his own use. 
In quantity, available with your per- 
sonal message. 


JACK FROST COOLER 

2 sizes available (14 and 20-qt. capacity) 

Attractive, insulated picnic cooler, bar- 

becue carry-all, ice bucket, camping 

container, magic minnow bucket, etc. 
Made of tough, durable Cellulite, 

comparable in service to higher priced 

metal coolers. Hundreds of 

thousands in use. Shipped 

nested — 12 to a carton. 


Quantity price schedule 
available. Just write. 


ardier co. 


1979 S. ALLIS ST. ees *: 
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The Birth of a New 


Late in 1958, Brown & Williamson Tobacco Corp. 
asked its design consultants, Frank Gianninoto & Asso- 
ciates, New York, to design the package of a new cig- 
aret 

B&W and its advertising agency, Ted Bates & Co., had 
developed a six-point characterization of the new prod- 
uct, later called Belair: 

1. Fresh and clean, but not antiseptic 

2. Cool, but not cold or crisp. 

3. Exciting and new, but not off-beat. 

4. Modern and smart, but not extreme. 

5. For women more than men, but not feminine. 

6. Top quality for above average smokers, but 
premium -priced. 


not 


These six qualities were to be translated into terms 
of design 

An early decision was to concentrate on using the 
cooler portions of the spectrum blues and greens 
to best convey the spirit of this lightly-mentholated, 
filter-tipped cigaret. It was also agreed that the total 
effect of the new design should be restful and peaceful, 
suggestive of pleasant relaxation 


Of the first group, the so-called geometrics, which 

featured abstract circles and squares, were re- 
jected earliest. But the flying bird and the imaginative, 
ribbon-like designs were selected for further study. 


86 * Packaging & Labeling 


The package design of a cigaret plays a vital 
factor in its success, especially when it is a new 


product. Here is the development of Belair. 


2 An early concept was to relate the idea of light, 


mild tobacco to cool, fresh breezes, resulting in 
a group of graceful, flowing abstract forms, termed 
“wind motifs.” Note also the continuing use of the bird. 


Another group of packages returned to the geo- 

metric feeling, but somewhat stronger than in 
group 1. The bird still hung on, being used in six of this 
set, in one form or another. 





Meanwhile, other “motifs” were being explored, 

in many variations. Here are developments on 
the “ribbon” motif, with overtones of wind currents, 
and an occasional bird. 


5 Experiments with the “wind” motif produced 


these further refinements. Some used stronger 
colors; some a suggestion of a bird-like form for an ac- 
cent. Variations in typeface were also attempted. ’ 


(a Now the “bird” motif came into its own, with 


this group of fanciful inventions. A whole new 
species was created, to make sure that the bird would 
have no association other than with Belair. 


The use of photography to establish a “scenic” 
motif produced overwhelming enthusiasm and 
a desirable degree of excitement. Water didn’t seem 
quite right, and so the designers looked to the sky. 


+++ continued on p. 88 
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Snowy mountain peaks, or anything too picto- 

rial, were ruled out, since a mood rather than a 
story was desired. A blue sky with soft, billowy clouds 
seemed just right — fresh, cool, mild as spring. 


[-} At almost the last step, a new division of space 


was adopted, adding excitement and more excit- 
ing ad possibilities. Also, the split-level logotype had 
been selected as forceful, recognizable and memorable. 


A Checklist of Packaging Questions 


Now minor variations were tested—the typog- 
raphy, the use of a gold line to separate the 
two diagonal areas, the tone of the white, the color of 
the tear-tape. Each variation was tested for reaction. 


The photograph that was finally used was a Mediter- 
ranean sky, with floating, dream-like cloud puffs. The 
designers then experimented with various tones of blue 
until they found one that was warm without being hot, 
cool without being cold. The closing stamp, no longer 
Government issue, is a warm blue, carefully selected 
to blend with the design. 

To determine consumer reaction to the final package 
and its varying detailed possibilities, the Center for Re- 
search in Marketing was asked to make a study. They 
found that the image created by the package was ideal, 
and that it ranked as high as or higher than competi- 
tion. 

Its design, the report says, expresses the defined spirit 
of the new product, and is consistent with the advertis- 
ing and promotional theme which will support it. 44 


Expert Gives Color Ideas 
For Corrugated Cartons 


The following list of questions which management might ask about its cur- 
rent or proposed packages is taken from “The Nielsen Researcher,” pub- 
lished by the A. C. Nielsen Co., Chicago. While it is not exhaustive, it man- 
ages, in a brief series of queries, to touch upon the key factors governing 
the effectiveness of packaging. 
- Does the new package attract attention? 
. Is it adaptable to existing production? 
- Does the style suit the nature and use of product? 
- Does it reflect quality? 
Is it acceptable to trade? Will it stack? 
Will it last? Is it tamper-proof? 
- Does it look well in competition with other packages? 
- Does it tell consumer how to use it, or suggest new ways? 
Does it whet the appetite? (not necessarily restricted to food) 
. Is it easy to open? 
- Does it protect the product? 
- Does it ship easily, safely? 
. Is there a price spot in a prominent place? 
Are brand and name easily identified? 
Does it have promotable features? 
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Vivid examples of good color de- 
signs for corrugated cartons can be 
seen in a new booklet issued by 
Stone Container Corp., Chicago. 

Written by Howard Ketcham, 
well-known color expert, “How To 
Select Customer-Catching Colors 
on Corrugated Containers” advises 
“when you have news, use . . .color.” 

News, in this case, is defined in 
the booklet as not only a new prod- 
uct, but also as one of the following 
situations: 


a new feature on existing product 
a new advertising campaign 

a new special offer 

a new trademark 

a new package 


“Color is the first thing we notice 








about any carton,’ Mr. Ketcham ex- 
plains. “It is the feature we remem- 
ber the longest. Therefore, it had 
better be right if it’s on your car- 


” 


color for the proper selling situa- 
tion, the booklet features an “emo- 
tional color barometer” showing 
how different hues can cause reac- 
tions such as stimulating, cheering, 
exciting, depressing, soothing, or 
neutralizing. 

A series of carton illustrations 
show examples of distinctive com- 
binations with notes on psycholog- 
ical and product motifs. 

. for more details circle 201, page 115 


Packaging Tool Makes 
New Boxes Out of Old 


An aluminum tool, recently intro- 
duced by Markay Products, makes 
the re-use of odd size cartons pos- 
sible by scoring box walls at the 
depth desired so the sides can be 
folded to proper size. 

“Carton-Sizer” has a_ scoring 
wheel controlled by an adjustable 
depth gage with set-screw. It has 
a shaped plastic handle and is able 
to score a new box in a matter of 
seconds. List price is $7.95. 

Complete information is available 
from Markay Products, 18 E. 11th 
St., Kansas City, Mo. 44 


Polyethylene Problem 
Solved by Heat Seal Label 


The problem of labeling of poly- 
ethylene-coated cellophane films 
has been eased with the introduc- 
tion of Pervenac BM-6X heat seal 
label paper by Nashua Corp. 


Alemite’s Tune-Up-Twins” New 
twin packs for related auto products has 
upped sales by 38% for the Alemite di- 
vision of Stewart Warner Corp. Band 
is by Tee-Pak, Chicago. 


COUEDDOUUDUODEGEOROAEGOOODOOOUOROROGEESEDROGOUOOODUREROERGREHODEOOROOOOOOROES 


Designed for use in the prepack- 
aging of meat in the supermarket 
and meat packing plant, the new 
BM-6X is a strong setting adhesive 
label which provides an excellent 
printing surface. Labeling can be 
done with all types of printing 
equipment and will seal successfully 
on various types of automatic and 
semi-automatic labeling equipment 
now in use. 

Complete information on Per- 
venac BM-6X can be obtained from 
Nashua Corp., 44 Franklin St., 
Nashua, N.H. 44 


Package Design Sells idea 
of Weight Tablets 


Appropriate and ingenious is the 
new “bathroom-scale” package pro- 


How Packaging Aids Merchandising 


Self-service selling methods in 
the new mass-selling stores have 
demanded and received a_ great 
deal of merchandising aid from 
packaging. Here are five ways 
packaging has helped sales as out- 
lined by Robert Sidney Dickens, 
Dickens Inc., Chicago. 


1. Multiple Selling . . . In addition 
to making it easier for store op- 
erators to set up a display, multi- 
packs help solve the problem of 
searce display space on_ retail 
shelves. 


2. Dual Purpose Packaging .. . 
Packages that “‘double in brass” 
by having re-use value later give 
added appeal. 


3. Brand Identification ee « The 
influence of tv has made the face 
of the package a vital selling force. 
Packaging can establish recognition 
at the point of sale. 


4. Suggestion Selling .. . Copy on 
the sides of the package is often 
the only sales person influencing 
the consumer to buy that particular 
product. 


5. Eye Appeal . .. To catch the 
quick-roving eye of impulse- 
minded shoppers, packaging now 
comes attractively designed and 
dressed in all colors of the rainbow. 
New printing methods permit color 
reproductions of designs, illustra- 
tions and printing with “slick” 
publication quality. 
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FREE 


IDEAS FOR 
BUILDING SALES! 


601 W. 26 St., 


VUE-MORE:: ‘New Yori: 


Rush a copy of your new Catalog. 


Company 


Address 


A terrific new 
catalog describ- 
ing the complete 
line of VUE- 
MORE display 
turntables and 
BREVEL anima- 
tion motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 


motion display. Write for details. 


VUE-MORE CORPORATION 


ao 
601 WEST 26th STREET ° a eee) | Se ee | 
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sparks campaign for Hamilton! 


MILWAUKEE 


Distractions abound for today’s shoppers... which 
means your point-of-sale display requires “plus” 
eye-appeal to make an impression! 

That’s why Hamilton Watch Co. selected KCS to 
produce its animated display for Weatherproof Watches 
for KCS skill, experience and facilities combine 
with years of merchandising know-how. The result for 

Hamilton? An idea that sparked the Weatherproof 
Watch promotion — and a display whose functioning 
barometer adds to its long-lasting value and appeal ! 

Put KCS to work on your point-of-purchase display 
problem! Remember, experience tells — and sells — 
with KCS “sales engineered” displays! 


Kirby-Cogeshali-Steinau Co., Inc. 
606 E. Clybourn St., Milwaukee, Wis. 


AGAIN IN 1960... 


building more and greater 


outdoor signs for America’s 


leading marketers sas 


oF 


Success 
pleasti-lime inc. 


Knoxville Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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Tepanil Scale . . . Ingenious package de 
sign correlates neatly with reducing 
product. Package was produced by Pre- 
cision Plastics for National Drug Co 


duced for National Drug Co.'s 
“Tepanil” weight-reducing tablets. 

The miniature “scale” package 
contains six tablets which rest on 
a supported, revolving disc. By the 
turn of a dial, each tablet falls out 
individually. 

The package is made of poly- 
stylene with self-locking parts. It is 
red, with black overprinting to 
stimulate a bathroom scale’s black 
mat. 

It was designed by National’s ad- 
vertising manager Werner Von 
Rosenstiel and produced by Pre- 
cision Plastics Co., Philadelphia. 44 


Booklet Cites Benefits Of 
Polyetheylene Packaging 


A booklet boosting polyethylene 
in packaging has been released by 
U. S. Industrial Chemicals Co., New 
York. 

Using line illustrations and copy 
blocks, the booklet suggests a vari- 
ety of polyethylene advantages in: 
® merchandising 
® protection 
® economy 
® consumer convenience 

The packaging ideas shown cover 
a wide range of products taking in 
almost everything from flowers to 
beef. 

Copies are available. 

. for more details circle 202, page 115 


Why is a Can a Can? 


Wm. Underwood Co., Watertown, 
Mass., thinks that the word “can” orig- 
inated in its plant. William Underwood 
founded the company on Boston’s 
Russian Wharf in 1821. In 1839, he be- 
gan packing a number of his preserved 
products in metal canisters. The word 
“can” was coined by an obscure Un- 
derwood bookkeeper who tired of writ- 
ing “canister” in his ledger. 
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Day & Night . 


. « The sign, without its own illumination, is 
equally visible in daylight or in the light of oncoming head 


On LE 
AGENCY 


TVA EL MILL Naa 


at cea LL aia e: 


A Local Sign Program 


lights, due to the reflective surface. While promoting a local 
agent, national continuity is gained by home office planning 


with National Impact 


Hartford Fire Insurance Co. 
wanted roadside signs to 
promote itself, as well as 


its agents, all over the 


country. Here’s how it de- 
veloped its program. 


A 5,000-sign roadside advertising 
program by the Hartford Fire In- 
surance Company group, Hartford, 
Conn., is expected to be in service 
by the end of 1959. 

“This will give Hartford another 
national advertising program plus 
remarkable local sales help in some 
2,600 communities,” J. K. Cagney, 
superintendent of the advertising 
department for Hartford Fire, com- 
mented. 

Nearly 3,900 signs are already in 
place, all reflectorized to provide 
nighttime as well as daytime effec- 
tiveness. 


> Objective is to help local agents, 
who share the cost, to get additional 
value from Hartford’s national mag- 
azine advertising, a million dollar 
program in Life, Look, Reader’s Di- 
gest, Saturday Evening Post, Farm 


Journal, National Geographic, Busi- 
ness Week, Nation’s Business, Time 
and Newsweek. 

Nationally, the magazine adver- 
tisements tell readers, “Consult your 
local Hartford agent.” 

Locally, the roadside displays 
point the way to the agent’s place 
of business. 

More than that, the roadside dis- 
plays build “top of the mind aware- 
ness with impact,” Mr. Cagney em- 
phasized. They implant in a pros- 
pect’s mind a vivid image of the 
agent’s name in relation to insur- 
ance, so that the thought of insur- 


Country-wide Coverage 
Hartford President 
Roland H. Lange (I.) 
and T. C. Waldron, 
Natl. Advertising Co., 
examine the map 
showing the 3,247 
roadside signs 

to be placed 


ance brings up the agent’s name- 
helping to make the agent the best 
known insurance man in town. 


> Each sign features the agent’s 
name and address in the upper two- 
thirds of the space, along with a 
four-color illustration of the Hart- 
ford stag, the same illustration that 
appears in the magazine advertise- 
ments. Below that is a one-line 
message: Hartford Insurance. 

A separate panel underneath the 
sign emphasizes; “24 hour service.” 

The signs are located on the prin- 
cipal highways and roads approach- 
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ing an agent’s community, taking 
advantage of the fact that America 
is truly a market in motion, Mr. 
Cagney commented. 


>» He pointed out that nine-tenths of 
the people in medium and small 
trading areas use the highways near 
the community every month—aver- 
aging 15 times a month—for every- 
thing from shopping and visiting to 
business calls and Sunday after- 
noon rides. 

This provides 90% market cover- 
age and 15-times-a-month repeti- 
tion for the message, at remarkably 
low cost, as little as 10c per thou- 
sand actual readers, he commented. 

(Readership is based on averages 
of traffic counts by states and coun- 
ties throughout the country; multi- 
plied by the average 2.8 persons 
per car, as observed in the county 
and state traffic counts; divided in 
half, for the half of the traffic going 
the same way as the sign; and re- 
duced to 40% of that total, since 
surveys show that 40% of the mo- 
torists—two out of five—actually 
remember what they have seen 
after a particular trip.) 


> The signs are planned for three- 
year periods, to develop the sales 
values inherent in repetition, Mr. 


Cagney commented. Additional 
months of exposing the same mes- 
sage, he pointed out, provide more 
than proportionate increase in effect. 

Since one-third of all highway 
driving occurs after dark, the Hart- 
ford signs are reflectorized in full 
color to make them brightly read- 
able at night, in order to reach that 
third of the market. The reflective 
signs “light up” in auto headlights 
at night, reflecting their identical 
daytime color, shape and legend. 

The entire outdoor campaign was 
especially developed to meet Hart- 
ford needs, even to finding partic- 
ularly effective locations for each 
sign for each agent, Mr. Cagney 
said. 

Hartford wanted a program that 
would consider each agent’s needs 
separately, on a local basis; that 
would tie-in uniformly with Hart- 
ford’s national magazine advertis- 
ing; and that could be developed 
and managed without additional 
staff at Hartford. 


> The answer was found in the rela- 
tively new nation-wide services of 
National Advertising Co., Bedford 
Park, Ill., a subsidiary of Minnesota 
Mining and Manufacturing Co. 
National Ad, the only company 
offering nation-wide installation and 


Hankscraft Display Motors 


hep Budweiser 
Oe MLL 


Sales in supermarkets of world-famous Budweiser beer 
have increased substantially wherever this clever 

“Pick a Pair” display has been used. Powered by a 
standard Hankscraft battery-overated oscillating 
motor, the lovely lady commands attention (and 


service of outdoor displays with its 
own crews, also designed the dis- 
plays (subject to Hartford’s ap- 
proval), manufactured them, joined 
with the Hartford staff in presenting 
the program personally to Hartford 
agents, leased the desired loca- 
tions, paid for leases and insurance, 
installed the displays, will relocate 
them if new routes make it neces- 
sary, and regularly inspects and 
maintains them. 

This was done through National 
Ad’s 23 sales offices and 25 service 
points (warehouse and_ garage, 
trucks, installation and maintenance 
crews, etc.) in all parts of the coun- 
try. 

The result, Mr. Cagney said, was 
to simplify management of the pro- 
gram, since he could figuratively 
press a single button (his National 
Ad account executive), and get ac- 
tion on Hartford roadside displays 
anywhere in the country. 


> Typical of the reaction from 
agents and their customers was this 
letter from H. A. Meyer of the E. G. 
Meyer Agency, Davis, W. Va., 
quoted in part: 

“Since the erection of these signs, 
we had in one week alone two pros- 
pective customers come in and buy 
insurance, and in both instances 
they particularly specified Hart- 
ford.” 

Another agent, L. C. Edwards 
Jr., J. S. Edwards and Co., Beau- 
mont, Tex., in a letter last year, 
commented, “Thus far the results 
have been gratifying; the signs have 
only been up since late September 
and we have sold one automobile 
policy as a direct result and have 
received several inquiries concern- 
ing Hartford Fire ... and many fa- 
vorable comments from our as- 
sureds ... a real winning combina- 
tion.” 


> Hartford’s own evaluation of the 
program was expressed in a letter 


moves Bud fast!) by raising and lowering a 
facsimile six-pack. She works silently and 
economically for weeks without attention. 


Display courtesy Anheuser-Busch Inc 
Produced by Simmons Sisler Co., Inc., St. Louis, Mo. 


to regional managers from Roland 
H. Lange, vice president of the 
Hartford Fire group, who com- 
mented in part, “Our roadside sign 
program has proved to be a great 
success . . . According to the most 
modest estimates, Hartford signs are 
read by over 16 million people every 
day. With more signs going up at 
the rate of 200 a week, a lot more 
people should know their Hartford 
agent before long!” 4¢ 
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EXPERIENCED 
ENGINEERING 
SERVICE 
Hankscraft engineers can animate any 
type of display—including those which 
require special action or AC power. 
Recommendations will be made without 
obligation. See your Hankscraft repre- 
sentative or send cutout dummy and 
sketches directly to: 


HANKSCRAFT COMPANY, Display Motor Division 
REEDSBURG, WISCONSIN 
World’s Largest Manufacturer of Battery-Operated Display Motors 


Sales Offices in these principal cities: Chicago + Philadelphia + Minneapolis 
New York + Dallas + Toronto (Ontario) + San Francisco (Eriach Lee Co.) 


Survey Shows P.O.P. 
Brings Plus Sales 

A study of the impact point-of- 
purchase materials have on impulse 
94 + GR * February 1960 
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AS UP-TO-THE-MINUTE | 


NRNED > oIcis 
NEW CABBAGE 8<is 


Today’s most potent point-of-purchase advertising. 
The only really flexible promotional medium — messages 


can be changed in a few minutes — every hour if desired. 


The only changeable copy letters that can be satis- 
factorily changed with a “mechanical hand.” No ladder 


climbing is necessary. 


Learn how Wagner Boards are doing such a fabulous 


job in so many fields. Send for free data file now. 


5 4 Ince 
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sales in grocery stores rather con- 
clusively points to the medium’s 
worth in retail merchandising. 

Prepared for the Point-of-Pur- 
chase Advertising Institute Inc., 
New York, the study was con- 
ducted by Louis Harris and Asso- 
ciates Inc. in five substantial super- 
markets in the Louisville, Ky., area. 
It concerned itself with two sets 
of behavior on the part of the 
American housewife: 


1. The shopping habits of women 
in supermarkets; the extent to 
which purchases are planned and 
the extent to which they usually 
are made on an unplanned basis. 


2. Her reaction to advertising ex- 
posure in the store and what hap- 
pens when she is “triggered” into 
unplanned purchases 


> Primary interest of the study was 
finding out the role of point-of-pur- 
chase materials in producing plus 
sales in the food trade. 

300 consumers—60 in each store 

were contacted by surveyors. The 
first interview was in her home 
and was conducted to determine her 
shopping habits and how she 
planned her purchases. 

Once the basic information was 


Thy \ 


obtained, the surveyor then checked 
off some 20 major food categories 
—item by item—with the housewife 
as to likely purchases on the next 
shopping trip. For each of the 300 
housewives, an item by item list of 
planned purchases was made. 

An appointment was made with 
the housewife to meet with the ob- 
server-interviewer at the super- 
market. On the shopping day, the 
housewife was watched as_ she 
steered her course through the gro- 
cery store, but the observer stayed 
as much in the background as pos- 
sible. 

After the shopping session, the 
housewife was again visited in her 
home. Here, what she bought was 
checked and she was questioned on 
any impulse purchase. 


> The survey produced a number 
of shopping statistics that 
somewhat surprising. 


were 


® For each two planned purchases 
there is one that is unplanned. 
Planned purchases of total items 
will amount to 66%; unplanned 
buys will come to 34% of the aver- 
age shopping trip. 


® More than two out of every ten 
unplanned purchases are the result 


TREATMENT 


Oils Quby Peau 


With. Quilllo Alphabits 


Ou. Arcitate Shett 


Wehabett witt 2 Vodou Pla 


Get FREE catalog at Art Supply Store or write 
ADVERTISING AIDS CO. 57 SOUTH 4r ST. 


Minneapolis 1, Minnesota 


THIS ENTIRE AD SET IN 
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HAND LETTERED 


ALPHABETS 


of exposure to in-store sales aids. 


e If there were no sales aids at all, 
under present marketing conditions, 
over-all unplanned purchases would 
fall off by 21%. 


> A variety of reasons were un- 
covered showing why point-of-pur- 
chase materials produce plus sales: 


e They trigger latent or postponed 
purchases; 


e They persuade shoppers to in- 
dulge in a treat; 


e They trigger the need for buying 
something “special” for key mem- 
bers of the family; 


e They break the rigid intent pat- 
tern in shopping . . . often release 
a flood of unplanned purchasing. 


> In conclusion the study pointed 
out that there is a large degree of 
selectivity in the manner in which 
point-of-purchase materials and 
other sales aids work. Final con- 
clusions would have to be worked 
out on a product-by-product plan 
or even brand-by-brand. No com- 
parisons as to the importance and 
effectiveness of varying forms of 
point-of-purchase pieces could be 
drawn from this study. 44 
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The Whole World . . . Creative theme 
of burlap floor stand emphasizes world- 
wide use of Hiram Walker’s Canadian 
Club. Display was created and pro- 
duced by Consolidated Lithographing 
Corp., Carle Place, L.l., N. Y 





.. the latest addition to 


our family of quality products 


MEYERCORD 


RI- 


DRI-MARK .. 


ARK tims 


. is Meyercord’s newly perfected, custom-processed 


line of PRESSURE SENSITIVE signs and trade marks developed 
specifically for the requirements of durable Truck Signs, Window 
Signs, Nameplates, and Product Markings for indoor and outdoor 
use on both light and heavy equipment. 


These startling new films include: 


DRI- MARK DRI-MARK 


DECac ——~-« VINYL —=« 


DRI-MARK DRI-MARK 


IRRO-cat 


Chrome-bright mirrorized film (1 mil and 3 mil) 


oi Ri-MARK 
Grams =n DRI-MARI 


x OUIDOORPAPER 


A mirrorized vinyl Mylar* laminate 


These high tensile strength PRESSURE SENSITIVE 
films and laminates give the greatest possible latitude 
and flexibility to the Meyercord line of products, 
adaptable to all of your sign needs. 

DRI-MARK Decals are processed with Meyercord’s 
own exclusive PRESSURE SENSITIVE adhesive— 
another development of the firm that for 64 years has 


—— ox CLEAR Mytar?——— 


RI-MARK 


maintained the world’s undisputed leadership in de- 
velopment and manufacture of Decal products. 

Meyercord'’s in-plant Research, Art, Production and 
Service facilities assure the most careful processing 
and quality control. 


Remember, when it’s DRI-M ARK it’s MEY ERCORD! 


vit MEYERCORD COLORGARD 70 


. all Meyercord DRI-MARK films are protected by COLORGARD 70... 
eiaienae 3 1 antes laboratory-developed and perfected clear top coat—the 
toughest, most durable coat yet produced for the Decal and transferable film 
industry. Thoroughly tested! Two years in actual use! 


Whatever your sign needs, you owe it to yourself to 
investigate Meyercord’s complete line of products. Our 
factory trained representatives will be glad to assist you 
in the proper selection of markings for any particular 
requirement. 


the MEYERCORD co. 


World’s Leading Designers and Manufacturers of Decalcomania 
Dept. B-207 5323 West Lake Street, Chicago 44, Illinois 


CHECK AND MAIL COUPON 
. with company letterhead, please 
THE MEYERCORD CO. 
Dept, B-207, 5323 West Lake Street, Chicago 44, Illinois 
We are interested in the following: (please check) 
[| Point-of-Sale signs | | Nameplates and product markings 
[-] Truck signs and lettering [_] (others) ———______________ 


Nome 
Firm Name. 


Address 


a State 
Se See SSB SSS SS SSS SSS eaeeeaeeaaaea 
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Display Rack Handbook 
Shows Ideas in Wire 


A technical handbook showing the 
economical and creative advantages 
of wire and strip metal components 
in display ideas has been issued 
by E. H. Titchener & Co., Bing- 
hamton, N.Y. 

By the case history method, the 
booklet describes designs 
using the major types of wire avail- 
able for display component 
struction. Also described are the 
most popular wire 
and a variety of end treatments, 
threading and forming possible. 

The handbook also’ describes 
Titchener’s design and model shop 
facilities. 


various 
con- 


finishes, sizes, 


. for more details circle 221, page 115 


Fluorescent Flood Lights 
Introduced in New Line 


A new line of fluorescent sign 
lights, designed for floodlighting 
purposes, has been introduced by 
the Wheeler-Fullerton Lighting 
Div., Franklin Research Corp., Bos- 
ton 

Designed for use anywhere that 
a fixture with minimum bulk is de- 
sirable, “Weathertight-Fluor-O- 


A single face plastic sign in any height 
to 6’, with no limit on length, is at last 
available . . . at production prices. 
There is no need to settle for a 3’x10’ 
sign when you can have one 
5’7” x13’11”, at a price far lower than 
you would pay for a comparable 
custom-built sign. Here’s why: 
No mold charges: You pay no pre- 
mium for small orders. Buy one sign or 
100. You can change copy on every face. 


Embossed letters: Copy and 
corrugated background are vacuum- 
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OLD TIME BOURBON 


IS BACK 


ANTIQUE 


Kentucky Straight Bourbon 


"= t 


fine whiskey by 
FOUR ROSES 


= 


—_—____ 


—_—_—=—: 


No More Clinking . . . This counter mat is welcomed by retailers because of its ability 
to cushion the noise of package wrapping and change making. Mat, produced by 


Einson-Freeman, Fair Lawn, N. J., 


Lux” is made of aluminum and has 
hinged clamping members. The re- 
flectors are adjustable over 360° to 
permit placing the light where it is 
wanted. Installation is handled by 
dropping the reflector over the 
socket mounts, swinging up the 
hinged clamping member and tight- 
ening after positioning the reflector 


is foam vinyl sealed to lithographed vinyl sheet 


at any desired angle. 

The lamp types are available on 
4’, 6’, and 8’ lengths, providing for 
continuous row installation in any 
desirable length. 

Additional details are available 
from Wheeler-Fullerton Lighting 
Div., Franklin Research Corp., 275 
Congress, Boston, Mass. 44 


70 Gray-Rexall Drug stores attract customers with Hanover signs. 


NOW: A sign with custom flexibility at production prices 


Hanover single face plastic signs give you new freedom of design 


embossed simultaneously by our exclu- 
sive press. Letters stand out, provide an 
arresting 3-D effect. 

Lock -light construction: Your sign 
has a one-piece look, regardless of 
length. Seams are virtually invisible; 
there are no gaps to spill raw light. 


Copy selection: Trademarks and logo- 


types can be embossed, at no extra cost. 
You can choose any style lettering and 
any 3-color treatment (background is 
one color), at no extra cost. 

Your letter or phone call will put 
our 29 years of experience in sign coun- 
seling at your service. Address Hanover 
Neon Electric Corporation, 769 N. 
Fourth St., Columbus 8, Ohio. 


TO HELP YOU PLAN: Ask for our brochure, “Put more ‘Pull’ in your sign program.” 


HANOVER... srcrss soos so 
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Why to Automate a Lis 


accumulates highly-refined direct- 
mail lists for advertisers. Prepara- 
tion of both the analyses and the 
lists was a far more costly, time- 
consuming operation when metal 
plates were used. 

Hitchcock, which recently moved 
into spanking new quarters just 


Hitchcock Publishing Co., with several business 
magazines, has gained many advantages by 
using punch cards to handle its mailing lists. 


By Phil Hirsch 


Approximately four years 
Hitchcock Publishing Co., 
Ill., replaced its metal 
dressing system with high-speed 
machines which utilize specially- 
imprinted keypunch cards instead. 
Results of the change have been 
impressive, to say the least. 

The cost of adding a new reader, 
or of updating existing list entries, 
is now substantially less that it used 
to be. The metal plates cost ap- 
proximately 4%c each, while the 
keypunch cards are priced at 1/10c 
apiece. Each year, Hitchcock makes 
between 135,000 and 150,000 list 
changes and additions. The annual 
saving produced by use of cards, in 


ago, 
Wheaton, 
plate ad- 


list maintenance 
amounts to “several thousand dol- 
lars,’ reports Circulation Manager 
Robert L. Spreckels. 


costs alone, 


> Each card contains, besides the 
reproducible name-and-address im- 
print, punched holes that provide a 
detailed profile of the reader—e.g., 
his job title, the size of his compa- 
ny, its location, its SIC number, fi- 
nancial rating, etc. By running the 
cards through a mechanical sorter, 
Hitchcock can segregate its readers 
by kind of company, size of compa- 
ny, state, city, and/or any of sev- 
eral other criteria. This operation 
produces—largely automatically— 
most of the statistical data needed 


for circulation analyses, and also 


outside Wheaton, a Chicago suburb, 
publishes eight business magazines, 
one annual and two biennial di- 
rectories. The magazines, and their 
circulations are: Assembly and 
Fastener Engineering (28,000); 
Grinding and Finishing, (31,000); 
Carbide Engineering, (14,200); 
Hitchcock’s Wood Working, (16,- 
100); Mass Transportation, (11,- 
100); School Bus Trends, (33,000); 
The Plant, (48,000), and Machine 
and Tool Blue Book, (50,100). All 
are monthlies with the exception of 
School Bus Trends, which comes 
out every other month. Hitchcock’s 
Machine and Tool Directory, pub- 
lished annually, has a circulation of 
30,000. Hitchcock’s Wood Working 
Directory and Hitchcock’s Mass 
Transportation Directory, the bien- 
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A NEW APPROACH TO PRODUCT 


POSTCARDS 


SELF MAILERS & BROADSIDES 


Plastichrome™ reproductions have won the 
Lithographers National Association Award for 
5 straight years. This means you buy the very 
best — each postcard in vibrant 4 color 
process to give extra impact — more realism 
Pian a color postcard promotion in your next 
campaign, supplement it with Plastichrome 
natural color brochures, broadsides and 
catalog sheets. The cost is amazingly low — 
the results fantastically high. 

And remember — Plastichrome)} by Colourpicture 
gives you all these extras 


@ Complete creative service 

@ Highest quality of the industry 

@ Full color proofs at no additional charge 
assures satisfaction 

@ Prompt, on-time delivery 

@ Low prices — a complete campaign for less 
than 1¢ each. 


Write for FREE Merchandising Kit 


~COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Massachusetts 


Ue mS hi, elt) 


PU SSeS 
Call Wabash 2-8655 for 
LETTER & MAILING 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Webash 32-8655 and Just Ask for Marie 


a Lille Hp tu 


431 SoutH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 
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nials, have circulations of 
and 5,000 respectively. 


12,000 


> The 80-column keypunch card 
which the company uses for ad- 
dressing and for circulation analy- 
contains near 
one end for imprinting the reader’s 
name and address. This is done on 
a standard typewriter fitted with a 
specially-impregnated carbon roll 
supplied by the Scriptomatic Co., 
Philadelphia. As the typist enters 
the reader’s name and address on 
the front of the card (in standard 
typewriter ink), the identical data 
is simultaneously duplicated on the 
back in Scriptomatic ink. After- 
wards, when run through either of 
two Scriptomatic machines, this 
master imprint can make up to 200 
reproductions before it wears out. 

The company has a Model 302 
Scriptomatic machine 
which can address two continuous- 
label tapes concurrently from one 
set of keypunch cards. These la- 
bels are the addressing medium for 
some of the Hitchcock publications, 
and for many of the mailing jobs 
the company handles for advertis- 
ers. The 302 imprints Dick strips at 
a speed of approximately 5,000 la- 
bels per hour 

The other unit, a Model 201, ad- 
dresses magazine wrappers, enve- 
lopes, letterheads, and self-mailers 
It accommodates stock ranging in 
size from 3x5”, to 11x14”. Speeds 
vary from 2,500 to 5,000 impres- 
sions per hour (depending on the 
size and thickness of the piece). 


sis purposes space 


addressing 


> “One advantage of using a key- 
punch card as the addressing me- 
dium,’ explains Bruce Howat, 
Hitchcock’s marketing director, “is 
that it gives us space to classify a 
reader’s name in a number of dif- 
ferent ways. By 
metal plates we used formerly 
could accommodate only one or 
two facts about each individual and 
company represented on our list.” 

Since data-storage space on the 
plates was limited, Hitchcock used 
keypunch cards to hold the remain- 
ing information. This arrangement, 
however, was far from satisfactory. 
For one thing, everytime a name 
or address had to be changed, it 
was necessary for the circulation 
department to prepare a new key- 
punch card and a new metal plate. 
“Compared to our present system,” 
explains Circulation Manager 
Spreckels, “there was twice as much 


comparison, the 


chance for error, and a comparable 


increase in the time required for 
the job.” 

Most important, it was extremely 
difficult to use the data on the cards 


Typing First . . . Using a special holder 
for the carbon roll, a secretary types the 
name and address on the face, thus 


producing the imprint on the card’s rear 


for addressing purposes. If, for ex- 
ample, an advertiser wanted Hitch- 
cock to mail literature to all read- 
ers within a certain SIC group, the 
job could be done, theoretically, be- 
cause this was one of the items re- 
corded on the cards. The company 
also had sorting equipment which 
could isolate the proper cards from 
the rest of the deck. But the final 
step—segregating the 
ing metal plates 
done manually. 

“We keep the names of some 
250,000 readers on file,’ explains 
Gene West, Hitchcock’s fulfillment 
director. “The lists we run off for 
advertisers involve an average of 
10,000 names, and may go as high 
as 50,000. Picking this many plates 
out, one at a time, and checking 
them against the cards, would be 
a pretty time-consuming job, for 
which few advertisers would un- 
derstandably be willing to foot the 
bill. 

“As a result, before we adopted 
our present system, the amount of 
data notched into the plates was 
the factor that, by and large, de- 
termined how close we could come 
to locating a given advertiser’s best 
prospects among our _ readership. 
Our present cards, by providing 
much more information, and far 
greater accessibility, permit us to 
offer him several times more se- 
lectivity, and thus our lists are 
much more effective sales promo- 
tion tools.” 


correspond- 
would have to be 


> Although the keypunch cards are 
used frequently to prepare selec- 
tive mailing lists for advertisers 
(about 120 are run off annually), 
their primary application (aside 
from addressing the company’s pub- 
lications) is in connection with cir- 
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culation analyses. Approximately 
every six months, Hitchcock pre- 
pares from three to ten data sheets 
and publisher’s statements for each 
of its publications. The latter are 
required for BPA audits, the former 
are promotion pleces sent to pro- 
spective advertisers. 

“The capabilities of the punched 
card sorter we used formerly were 
extremely limited,’ explains Cir- 
culation Manager Spreckels. “Be- 
cause of this limitation, the cards 
contained far less data on each 
reader than they do now. Our cir- 
culation analyses, as a result, in- 
volved a good deal of manual prep- 
aration, and many data_ sheets 
weren't nearly as detailed as those 
we publish currently. 

“By recording each reader’s name 
and address on a keypunch card 
in reproducible Scriptomatic ink, 
and dispensing with the old metal 
plates, we greatly reduced this 
problem. The change meant that 
most of the preliminary work con- 
nected with preparation of lists for 
advertisers could be handled by 
machine, instead of manually. Thus, 
new sorters, capable of accommo- 
dating more reader data and classi- 
fying it in greater detail, became 
feasible. Since this equipment could 
be used for both list preparation 
and circulation analyses, the 
amount of detail in our data sheets 
increased considerably. This was an 
important benefit, these 
sheets represent perhaps our most 
important promotion tool.” 


because 


> Preparing each keypunch card in- 
volves, essentially, three steps—im- 
printing, coding, and _ punching. 
Name, address, and other changes 
are picked up from “verification 
ecards” which readers of Hitchcock 
publications fill out at periodic in- 
tervals. New readers fill out a ques- 
tionnaire shortly after they begin 
receiving one of the magazines, and 
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Address Repeated 

A simple hand-roller 
transfers name and 
address to a second 
punched card to 
produce duplicate 
mailing list 


this data, when received in Whea- 
ton, is punched into the proper card. 

As explained above, a standard 
typewriter fitted with a Scripto- 
matic carbon roll imprints each 
keypunch card used for addressing 
runs. Afterward, a second key- 
punch card is imprinted from this 
master by hand. The copy, coded 
and punched to conform exactly 
to the master, is retained in the 
circulation department, which uses 
it to make corrections and other 
changes. Preparing two copies of 
each card enables Hitchcock to 
verify the accuracy of the coding 
and punching operation. Also, it 
permits the circulation and fulfill- 
ment departments to work on the 
same list of names simultaneously 
without getting in each other’s way. 

After imprinting, some 30 sep- 
arate facts regarding each reader 
are coded, then punched into the 
cards. Besides the SIC classifica- 
tion, job title, and the other items 
mentioned earlier, the punches 
show the approximate number of 
employes in the reader’s compa- 
ny; tell whether he has purchasing 
authority, and if so, for what kinds 
of products, and describe in detail 
(15 card columns) the kinds of op- 
erations performed by his com- 
pany. 

The name of the publication re- 
ceived, the last verification date, 
the list from which the reader’s 
name was obtained, and related in- 
formation are also punched into 
each card. 


>’ Once the cards are _ punched, 
Hitchcock can run them through 
the sorter and obtain an extremely 
detailed picture of its readership. 
Explains Fulfillment Director West: 

“If necessary, we could program 
the sorter so that it isolated all the 
cards representing readers: (a) 
within a particular region, state or 
city who (b) were working as pur- 


chasing agents and buyers in (c) 
metalworking plants (d) employ- 
ing 500 or more people, which (e) 
had a D&B rating of B plus or bet- 
ter, and (f) operated heat-treating 
departments. In preparing circula- 
tion analyses, and in making up di- 
rect mail lists for advertisers, se- 
lectivity like this is extremely val- 
uable.” 

Hitchcock’s old system “was in- 
herently incapable of providing this 
selectivity,’ sums up Circulation 
Manager Spreckels, “but the new 
one—based on two Scriptomatic ad- 
dressing machines combined with 
modern sorting, collating, and key- 
punching equipment—meets our 
needs completely. The saving in 
list maintenance costs produced by 
this change has been more than 
enough to repay the capital cost of 
the installation. The improvement 
in our circulation analyses, and in 
the quality of the selective mailing 
service we provide our advertisers, 
represents an even more valuable 
benefit, however.” 44 


Automatic Photocopier 
Developed by Cormac 


A new photocopier that eliminates 
solution handling has been intro- 
duced by Cormac Photocopy Corp., 
New York. 

The Cormac “500” features a sep- 
aration mechanism which enables it 
to expose, develop and 
original from copy to _ produce 
photo-accurate copies with less 
handling and less waste in mate- 
rials. 

The complete operation is timed 
at 19 seconds, since there is no sep- 
arate exposure and processor feed- 
ing. The solution handling is elim- 
inated through the Cormac “Flo- 
Matic” feature which automatically 
transfers developing solution from a 
concealed cartridge to the proc- 
essing tray and after use returns it 
to the cartridge for storage. This 
cartridge storage is reported to pro- 
long the life of the developer by 
protecting it from evaporation and 
oxidation, the main causes of de- 
veloper failure in other machines. 

The “500” is able to copy all sizes 
of originals up to 14” wide by any 
length, and reproduces all colors. 

The machine is housed in a lus- 
trous, two-tone styrene cabinet 
styled by Raymond Loewy in a 
size to fit the corner of a standard 
desk. Price is $595. 

Complete information can be ob- 
tained from Cormac Photocopy 
Corp., 80 Fifth Av., New York 11, 


separate 





Folder Details Benefits 
Of Better Letters Exchange 


Information on the Better Letters 
Exchange, a monthly direct mail 
service for the business letter 
writer, is now available in a fact- 
packed folder. 

Put out by two direct mail ex- 
perts, Paul J. Bringe and Orville 
E. Reed, Better Letters Exchange 
aims to help in such ticklish letter- 
writing situations as: 
® smoothing the ruffled feathers of 
an angry customer, 
® getting the money, 

@ keeping the customer happy. 

Subscribers to the service receive 
actual samples of “really fine” let- 
ters as well as those that might have 
been better had they been left un- 
written; ideas on effective words; 
an invitation to send in their own 
letters for “before and after” treat- 
ment plus a special message to the 
secretary. 

. for more details circle 222, page 115 


Preprinted Letterheads 
Show Ideas in Four Colors 


A catalog folder showing the lat- 
est idea-stimulators in stock let- 
terheads is available from Idea Art, 
New York. 

Bright with four-color stock art 
illustrations, the 8x11” letter- 
heads start the messages off with 
catchy and appropriate headlines. 

Covering such situations as an- 
nouncing a new line, an opening 
or a meeting, this selection includes 
ideas for sales letters, personnel 
bulletins, etc. Idea letterheads are 
printed on 60-lb. vellum-finished 
offset and can be reproduced on 
any kind of duplicating equipment. 

The catalog also describes a line 
of “show” window envelopes for use 
with the letterheads and some five- 
panel invitation and program forms. 
Price range starts at $3 per 100 in 
lots of 200 to $00. Large quantity 
prices are available. 

- for more details circle 223, page 115 


Simplified Operation Seen 
In Office Paper Cutter 


A new office paper cutter, de- 
signed for ease of use and larger 
cutter advantages, has been de- 
veloped by the Michael Lith Sales 
Corp., New York. 

Designed especially for the office 
and for duplicating departments, the 
new “Triumph” is lowcost and fea- 
tures an easy-to-read, easy-to-han- 
dle side guide and back-gage. 

The Triumph has an all-metal 


frame construction; a front wheel 
calibrator for automatically moving 
the back-gage to divisions as min- 
ute as 1/32ds for precision cutting 
down to a very important 4%”. The 
unit is available in a 14” or 18” size. 
Cutting thickness in the 18” model 
is 344” high, easily high enough to 
accommodate a ream of paper. 
Complete information is available 
from Michael Lith Sales Corp., 145 
West 45th St., New York 36. 44 


Addressing Service Folder 
Gives Free List Details 


The possibilities of free rated 
lists—for no more than the ad- 
dressing charges—are described in 
in a folder from Every Ready Mail- 
ers Inc., New York. 

The complete addressing service 
is described in the folder and it in- 
cludes: 


® bundling, tieing and bagging for 
3rd class 


e delivery to the post office 


® obtaining a certified post office 
receipt (in the client’s name) speci- 
fying exact number of pieces mailed. 


® use of Ever Ready’s mailing per- 
mit if desired. 


Rates for the service are listed at 
$10 for 1,000 pieces. 

The folder also describes a va- 
riety of free rated lists available. 
Included in this group are business 
and corporate gift buyers; 100,000 
leading manufacturers in the U. S. 
grouped by financial rating, em- 
ploye strength, and product manu- 
factured and a variety of apparel 
lists. 


- for more details circle 224, page 115 


Post Office Releases Chart 
Showing Parcel Post Rates 


A chart showing the recent 
changes in parcel post rates has 
been released by Postmaster Gen- 
eral Arthur E. Summerfield. 

Approved Nov. 20, 1959, the new 
rates are effective Feb. 1. The chart 
provides information for any parcel 
post mailing anywhere in the US. 
and its possessions in one-pound 
units up to 20 pounds. After 20 
pounds, the information is given in 
five-pound units. 

Typical of the increase is the 
jump from 44¢ to 53¢ for a five- 
pound package being shipped from 
New York to Washington. 

The charts are available from 
the Post Office Dept., Washington 
25, D.C., or through local postmas- 
ters. 44 








Ist CLASS POSTAGE for 
3rd CLASS MTTaa sitet 
* 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog, 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 
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—WILLIAM COWPER 1731-1800 


It will be a pleasure to go into 
labour for you — tired or no 
tired. 


ADVERTISING SERVICE 


INCORPORATED 


. -9560 
$2) SOUTH WABASH — . wa? 4 
Fest ond Resourceful ee of 
A Printing * Meiline 
pmechon co! padres 
jete Mer! Compeoiert 


+ Mimeogroohine 
Piere Cutting * 
« Come 


pay itigroohre 
aedreuivg * 
Inserting Mechinest 


February 1960 + qn * 103 





a . . |: 
El is the face 


BALTIMORE, MD 
The Maran Priv 


you turn 
ae \ to the public 


BOSTON, MASS 
The Berkeley Pre 
Machine Composition ( 


ut There is no doubt that your words are your salesmen. But why 
H. G. McMennamir 


CHICAGO, ILI uragraph, Ir not let them put their best letter forward? Why not make them 
J. M. Bundsct Inc 


The Faithorn Corp : ne easy to read, pleasant to read? ATA members put words in their 
Hayes-Lochner, Ini sisi cies’ Ses ; 

Runkle-Thompson-Kovats, In coe » Ent. best possible setting because they know that your words have 
Frederic Ryder Compan : 


Associated Typographers, | to compete with everyone else’s. Try the ATA way—it costs no 
CINCINNATI, OHIO Ma pogral Jer inc. ; 
The J. W. Ford Company 


} 


more. Why not phone your ATA typographer today ? 
CLEVELAND, OHIO 


Bohme & Blinkmann. Ir 
Schiick-Barner-Hayden, In 
Skelly Typesetting ¢ In 


COLUMBUS, OHIO 
Yaeger Typesetting « ET 


DALLAS, TEX 
Jaggers-Chiles-Stoval 


DAYTON, OHIO 
Dayton Typographi 


DENVER, COLO 
The A. Br Hirschfeld Ps al Typogra , ere aaa 
Hoflund-Schmidt Typographic Service lerich midt. Inc. ) 0. 


DETROIT, MICH eer oom, aA ROCHESTER 
Arnold-Powers, I» agp wig : : R ter Mor 
The Thos. P. Henr 


> ST. LOUIS, MO. 
George Willens & Comp 


Warwick Typogra 


INDIANAPOLIS, IND 
The Typographic Service 


SEATTLE, WASH. 
Frank McCaffre 
KALAMAZOO, MICH F TORONTO, CANADA 
Maboney Tybegraphers, Inc. Wigs Patrick Ce. tne, 


Cooper & Beatty, Limitec 
Re ADVERTISING TYPOGRAPHERS ASSOCIATION OF 


104 + GR + February 1960 


AMERICA, IN(¢ 





mee. 


Baskerville 


By G. H. Petty 


Some 35 years ago, Douglas C. 
McMurtrie, one of the country’s 
leading authorities on type, had 
this to say: 

“It [Baskerville] is a good stand- 
ard face which can be recom- 
mended particularly for use on the 
smoother finish papers which are in 
almost universal use today.” 

Mr. McMurtrie’s words were not 
only good then but prophetic of 
what was to follow; Baskerville fits 
into today’s typographic life as well 
as the era during which he spoke. 


> Baskerville is a 
equally at 
books and 


versatile face, 
home in magazines, 
advertising. It has no 
offensive mannerisms as has_ so 
many similar faces, unless it be 
roman cap Q and Italic Cap J, K, 
N, Q, T and &, and lowercase z. 
Even these, seemingly too fancy 
and not in keeping with the rest 
of the alphabet, slip quietly into 
place when actually in use. In un- 
obtrusive fashion they relieve the 
monotony of an _ otherwise 
mechanically perfect mass. 
Because the letters are a trifle 
“fat’—a bit wider than many com- 
parable faces—Baskerville is high- 
ly legible both in mass and display. 
Its fine hairlines have exquisite 
delicacy and its heavy strokes fur- 
nish strength without troublesome 
“spottiness’; together the result is 
highly satisfying. The lowercase let- 
ters are open, permitting long and 


cold, 


This article is adapted from “Typo Graph- 
ic,” the external publication of Edwin H. 
Stuart Inc., Pittsburgh. 


One of the most useful faces 
ever produced, Baskerville has an 


interesting history and a key role. 


hard usage. The capitals are rugged 
and of a strength to stand alone. 
The numerals are chaste and deli- 
cate, in keeping with both caps and 
lowercase. Close examination of the 
serifs reveals the fact that they ex- 
tend out farther from the main 
stroke than such faces as Caslon 
and Garamond and have rounder 
curves—added “touches” which give 
Baskerville its classic look. 
Baskerville has a feeling of grace 
which fits it well for light-toned 
effects. Its crispness and readability 
make it one of the most useful faces 
ever produced, particularly, as 
stated above, if printed on a smooth 
finished paper. Many faces can 
work with it as display; the sans- 
serifs, gothics (Franklin, News, etc., 
all misnomers) and _ square-serifs 
can be numbered among them. 
Almost every color and shade of 


ink can be used in printing Basker- 
ville, but the reds and blues seem 
to work best. Like Caslon and Bo- 
doni, color should be used sparingly. 

Ornamentation should be used 
with restraint, if at all. A simple, 
straightforward, unostentatious de- 
sign brings out its true beauty. 
Ledding should be ample. It does 
not work too successfuly as a dou- 
ble print; the dots of the screen 
have a tendency to fuzz up the 
light lines. If a color screen is used 
underneath it should be very light, 
otherwise readability is impaired. 
Because the fine lines are really 
fine, only the larger sizes should be 
used for reverses. 


> John Baskerville took all these 
into consideration when he began 
work on his typeface in 1750. True, 


he could not resort to reverses 


ABCDEFGHIJKLMNOPORSTUV 
$1234567890 WXYZ & AC fifffififfl 
abcdefghijklmnopqrstuvwxyz 


Baskerville has a crispness of design of such 
nature that the reader never tires of it; it 
has a delicacy that connotes refinement and 


chaste dignity, a dignity which fits it well 
for almost every kind of printing. For book 
printing, it has no superior and few equals 
for commercial work it imparts a feeling of 


quality that few other type faces can give 


Baskerville has a crispness of desig 
nalure that the reader never tires of it 
wacy that connotes refinement and chaste dig 
for almost 
it ha 
work 
eling of quality that few other ‘type 
It not a “‘loud”’ face in that it 


abcdefghijklmnopgrstuvwxyz 
ABCDEFGHIFRLMNOPQRSTUV 


$1234567890 


WXYZ & 


LE fiffffipn 
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(there was no way of making them 
at that time), and few printers 
dared to print over color tints, not 
even Baskerville who flaunted all 
tradition. But he had the balance 
in mind. Said he, a year or so afte: 
his first types had been completed: 
: Having been an early admirer 
of the beauty of letters, I became 
insensibly desirous of contributing 
to the perfection of them. I formed 
to my self Ideas of greater ac- 
curacy than had yet appeared, and 
have endeavoured to produce a Set 
of Types according to what I con- 
ceived to be their true proportion.” 

Close study of Baskerville’s books 
will give us a sound knowledge of 
how the type should be used to- 
day. John Baskerville was a master 
craftsman, and we can do no better 
than use him as example. 

Radical changes 


were _ being 


effected in typography when Bas- 
kerville came into being. Printing 
was growing by leaps and bounds 
after its cradle days of manuscript 


imitation; it was beginning to 
emerge as a force in the civilization 
that was being built. Experiments 
were being made; Garamond and 
Jannon on the continent and William 
Caslon in England had smoothed 
out the rough edges of the first ro- 
man types. They had proved that 
lighter weight type forms could be 
as easily read as the heavier ones. 
Baskerville gathered all the loose 
ends together and produced so good 
a letter that future type design was 
greatly influenced. 


> John Baskerville was born in 
1706 in Wolverly, Worcestershire, 
England, only a few miles from the 
birthplace of William Caslon, his 
immediate predecessor. Starting out 
in life as a writing master and an 
engraver of epitaphs on tombstones, 
Baskerville afterward got into the 
japanning business, developed new 
and revolutionary technics, success- 
fully marketed his products and 
amassed a fortune. 

Success went to his head, making 
him pompous and conceited. He 
built a mansion at the outskirts of 
Birmingham and went about his 
many business activities in a flashy 
carriage drawn by cream colored 
horses. He was supercilious in bear- 
ing, snobbish and acid of tongue. 
Needless to say, these airs did not 
win friends. His work, however, 
certainly influenced people. 

With time and money at his dis- 
posal Baskerville turned to the pur- 
suit of his early career—letter 
design—and in 1750 began to ex- 
periment with typefaces. His ob- 
ject was to produce the most beau- 
tiful letters, in his opinion, that 
could be done. To do that he set 
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up a fully equipped foundry on his 
estate 


> To use the type he made he was 
forced into the business of printing 
and it was not long until he had a 
fair sized printing office set up. His 
press was the same as those in gen- 
eral use but made with greater pre- 
cision 

available that 
satisfied his fastidious requirements, 


No paper being 
he had paper made to his specifica- 
tions. This proved to be our first 
wove paper. To eliminate the laid 
lines of the screens of the molds 
was not an easy task, but Basker- 
ville’s insistence—and money—ac- 
complished it. 

Neither was he satisfied with the 
ink that could be had. So he set to 
work on that, boiling his own oil 
and burning his own lampblack. 
He ground and mixed assiduously. 
The result was a black of density 
never hitherto attained. 


> Then came the actual printing. 
Not satisfied with the first sheets, 
he called on experience gained in 
the japanning business. He con- 
trived a system of placing the 
dampened sheets, as soon as they 
were printed, between heated cop- 
per plates. The sheets were thus 
dried, the ink set and the printed 
sheets given a burnished appear- 
ance not unlike our enamel papers 
of today. 

Seven years were spent in ex- 
perimentation before the first im- 
pression was pulled that met the 
cranky Baskerville’s exacting de- 
mands. But when his first book ap- 
peared—Publii Virgili Maronis Bu- 
colica, Georgica, et Aeneis, or sim- 
ply the Virgil—Baskerville found 
himself famous almost overnight, a 
state of being which he enjoyed im- 


1 said say ‘hello’ to Miss Offset; never 
mind the Franklin Gothic . . . 


mensely but which cost plenty. 
In all, Baskerville printed some 
sixty-seven books, not a large pro- 
duction, but it was a part-time work 
for him and he was more interested 
in quality than quantity. Judged by 
current prices, his books could be 
afforded only by those with means. 
And there were too few with the 
means who were interested. Bas- 
kerville had not expected to make 
a profit, but he had not anticipated 
the defiicit to be as great as it 
turned out to be. At one time he be- 
came so disheartened that he gave 
up, turned the business over to 
his foreman and interested himself 
in something else for several years. 


>» He was spurred again into ac- 
tivity when a local competitor be- 
gan work on a Bible; he wasn’t one 
to let some upstart get ahead 
of him. The result, his great folio 
Bible, done at Cambridge under the 
auspicies of the university and com- 
pleted in 1763, gratified his long- 
cherished ambition of producing 
what he felt to be a perfect book. It 
was a noble work, and was so ac- 
claimed, but out of an edition of 
1,250 copies he was able to sell less 
than half at the established price; 
the balance he “remaindered” at a 
sacrifice price. Dibdin, the great 
bibliophile, termed it “one of the 
most beautiful printed books in the 
world.” 

He always sought for perfection. 
Of his Book of Common Prayer he 
said he wanted to do it as well as 
could be done. The typography he 
planned “for people who begin to 
read with spectacles, but are 
ashamed to use them in Church.” 


> Baskerville was eccentric, vain 
and obnoxious as a man, and so he 
remained until his death in 1795. 
He was not popular with his fellow 
human beings—he couldn’t be, not 
with the character that was his 
but he must have felt some inner 
satisfaction in the knowledge that 
competitive printers and publishers 
were jealous of his printing ability. 
They abused his type, they poked 
fun at his smooth paper, they com- 
plained of his black ink. One critic 
went so far as to declare that his 
types would be “the means of blind- 
ing all the leaders in the Nation 
owing to the thin and 
strokes of the letters.” 
During the waning years of his 
life Baskerville tried hard to sell 
his types, but no one would have 
them. After his death most went to 
Beaumarchais, the friend of Ameri- 
ca during our Revolution, who used 
them in a monumental edition of 
Voltaire. Later some of them were 
employed in printing the Gazette 


narrow 





Nationale during the French Revo- 
lution; Whittingham, the great 
English printer, obtained a few and 
used them early in the nineteenth 
century; from time to time since 
then they have shown up in various 


French foundries. All through 
indifference; Baskerville’s types 
should have remained in England 


where they belonged. 


> All of Baskerville’s work is char- 
acterized by one outstanding fea- 
ture: simplicity. He possessed only 
twelve different ornaments or flow- 
ers and these he used little. He de- 
pended on perfectly cast type care- 
fully set and spaced and correctly 
positioned on the page. 

The sharp serifs, which printed 
well on Baskerville’s smooth paper, 
and the dense, black ink which he 
managed to manufacture, gave the 
printing an effect of brilliance never 
before Contemporary critics 
upon this as an excuse for 
the attacks, but they were hollow 
and did not wear well—they were 
due more to the man’s despicable 
attitude than to his work 


seen. 
seized 


> Baskerville’s 
fluenced 


types 
European letter designers 
in the years that followed. This is 
apparent in the work of the Didots 
who in turn were emulated by the 
great Giambattista Bodoni. English 
Wil- 
son of Glasgow, the Frys of London 
and the later Caslons. All of them 
had their fingers in bringing type- 
face design to its present-day level. 
We have them to thank for the rich 
heritage that is ours 
Credit for reviving the Baskei 

ville face goes to Stephenson, Blake 
& Company of England. Their first 
specimen sheet read, in part: 


greatly in- 


foundries, too, were swayed 


The Baskerville series was original- 
ly cut by Isaac Moore in imitation 
of Baskerville type, and under 
modern printing conditions it pro- 
vides a remarkable close copy of 
Baskerville’s work.” 

The American version was cut by 
American Type Founders in 1915. 
Intertype, Linotype and Monotype 
followed afterward. Today 
successful versions are available for 
phototypesetting. 


soon 


> Baskerville is one of the most neg- 
lected typefaces in the huge array 
of good, bad and indifferent designs 
available for use by present-day 
typographers and artists. Certain- 
ly many do not obtain the effective 
results that Baskerville gives; and 
even among the more deserving 
ones it would be hard to find one 
that could double up as well for 


both commercial and book work. 44 






























































































Report from one of the nation’s largest ad agencies: 


OUR PROTYPE PAID FOR ITSELF- 
on tts very forst job 


says J. R. Holohan, head of Visual Presentation Department, Young and Rubicam, Inc, 


“About a year ago, we looked into ProType for our expanding Visual Presentation 
Department,” Mr. Holohan adds. “We needed a simple, low-cost way to set type. 
And it had to give absolutely professional results. 


“ProType looked like the best bet. After a year’s use, the savings have been tre- 
mendous. We use ProType to present new campaigns, on year-end reports, slides, 
proposed television commercials and other material. 


“Time-savings are important, too. We can set ProType display lines in minutes 
editorial changes can be made on the spot. It’s a wonderful 
adjunct to hot type!” 


Learn more about the photocomposition system that sets 
display type fastest and best. Call your Davidson distribu- 
tor, or write us today. Davidson Corporation, subsidiary 
of Mergenthaler Linotype Company, 29 Ryerson Street, 
Brooklyn 5, New York. 


Er YH 














18 more than 
just a word 
at Lake Shore 


...il’s people in action, giving you the 
finest service available anywhere 
on these services you need: 





3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPCS - REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 


SEeley 8-1010 ENGRAVING SERVICE DEPARTMENT 






LAKE SHORE ELECTROTYPE DIVISION « 1224 W. Van Buren * Chicago 7, lil. 
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see ee sett Ol LY XV V- 
-WWUUTTTSSSQ 
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This is a cap font of 
48-point Craw Clarendon Book — 
drawn by Freeman Craw. 
For the 85 characters, $8.70 
That’s 10¢ a character. 
Just goes to show that the 
world’s greatest type designers 

AMERICAN TYPE FOUNDERS are working for you 

Elizabeth, New Jersey 


eee —very inexpensively— 


rar al when you use ATF types. 


Send for showings. 


108 - an * February 1960 





EEE Se 


21 Ways to Cut 
Your Typography Bills 


Composition may be expensive, but not necessarily as 


expensive as you may think. Here, adapted from a 


booklet produced by Typographic Service, Philadel- 


phia, some practical suggestions to save you money. 


1. Choose the right process to do the job. . 
Each typesetting process excels over the others on 
certain jobs. For example, Monotype is superior on 
many types of work as is Linotype on other types of 
jobs. Photocomposition will do a better job with sav- 
ings on labels (particularly those that require 3 or 
4 point type), flip-over charts, forms, etc. 


2. Make your instructions clear . . Each job 
should be accompanied by instructions that are as 
clear and as comprehensive as it is possible to make 
them. Everything pertinent to the job should be in- 
cluded—the size, time wanted, number of proofs re- 
quired, kind of paper (if it is to be other than usual), 
instructions about cuts (where they are coming 
from and when), and whether you want complete or 
type proofs. Make your instructions clear and you’ve 
already started to save time and money. 


3. Send your typographer “clean” copy . . 
Copy should be sent to the typographer in the most 
readable form in order to facilitate handling by the 
mark-up men, machine operators, compositors and 
proofreaders. Typographers are usually able to de- 
cipher a poorly written manuscript, but it takes 
time . . and typography is billed on time. 


4. Cast accurately . . Many customers allow the 
typographer to take care of the cast-up. In any 
event, many typographers re-cast all copy before it 
goes into the shop, and when copy does not “work 
out” the manuscript is returned to the customer for 
cutting, adding to, or to change layout as required. 
If “time doesn’t permit,” your production costs are 
running up. 


5. Make your alterations in the manuscript. . 
Alterations are an expensive feature of any adver- 
tising job and one over which the customer can 


exercise considerable control. If your copy chief, 
buyer, client, or any other interested party, prefers 
to make his copy changes in the job after it has 
been set instead of on the manuscript, your typog- 
raphy bill is going to be higher. 


6. Get layout approved before having job set 
- « Hastily executed tissue layouts are sometimes 
necessary, but usually costly. Any visual should be 
shown to the person or persons who will eventually 
OK the job. Maybe they can’t be. Maybe it isn’t pos- 
sible to show the job until it is in proof form. We 
don’t know . . . but this, too, comes high on the list 
of “How to cut your typographic costs.” 


7. Avoid complicated telephone alterations . . 
Simple alterations by phone are always practical and 
actually save time. However, lengthy corrections 
and copy additions should be picked up by mes- 
senger and executed, eliminating the possibility of 
misunderstanding and error that could result from 
phone conversations. 


8. Don't “make-up” a job when it is unneces- 
sary .. When you are going to paste up a job and 
don’t need it in the position of the layout, be sure 
to mark “galley proof’ on your instruction sheet. 
Putting a form “in position” is exactly the same as 
putting a form in register. It takes time and costs 
money. 


9. Get a “style” approved before setting large 
jobs . . When starting to set a large booklet or series 
of ads, the approval of which may rest with many 
different people, it is a good idea to first have a 
“style” page or ad set. Show it to everyone who 
must be pleased. When “style” has been approved, 
proceed with the rest of the job. It’s easier to reset 
one page than 48, if Mr. Big doesn’t like the type- 
face. 
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10. Don't order more proofs than you need.. 
All typographers have a standard number of hand 
proofs included with hand composition and each 
alteration, at no additional charge. All extra hand 
proofs are billed on a “per each” basis. If you re- 
quire repro proofs, where time allows check a rough 
proof before ordering the necessary repros. 


1l. Order engravings the proper way. . Each 
typographer has a preferred way in which he likes 
engravings to be delivered. Many, for example, pre- 
fer that the wood the engravings are mounted on 
not be mortised. They may prefer that the engraver 
rout all dead metal and send the plates unmounted 
with the wood separate. 


12. Avoid switching cuts . . Even though switch- 
ing cuts from one job to another usually entails only 
a minimum alteration, it is more economical to order 
electrotypes of slugs, trademarks, etc. Besides cut- 
ting costs, it speeds deliveries. 


13. When possible, send typographers engrav- 
ings with copy . . Ideally, no setting should be 
started until the engravings are in the typographer’s 
hands. When an advertisement is set from a silver 
print or a stat, the typographer must insert furni- 
ture or blocks for the illustrations that are to come. 
When the cuts show up, the shoulders on the en- 
gravings are often different from the allowance 
made, or they are tacked top and bottom instead of 
on the sides, or the other way ‘round. Or maybe the 
silver print has shrunk. The plates must then be 
trimmed or remounted to fit. Then, too, the material 
that was used to “block out” until the cuts arrived 
must be put away. And the clock ticks on... 


14. Order the quantity you need of press 
proofs . . Here’s one case where ordering a larger 
quantity will bring down your “cost per proof.” Take 
a two-color job. The forms must be locked for press, 
put in register and made ready in the same way for 
one proof or for a million. Therefore, 50 to 100 proofs 
would cost only a few dollars more than 10 proofs. 
If you have use for them, it pays to order the larger 
quantity. 


15. Group your jobs for press proofs . . There 
is a considerable saving over the standard scale 
where proofs can be grouped. Suppose you had four 
small ads and needed 1,000 press proofs of each. If 
you OK them all at one time and the size of the form 
containing the four doesn’t exceed 12%%x19” (de- 
pending upon the facilities of your typographer), he 
could run them four-up and cut them apart after 
they are printed. 


16. Avoid super rush jobs . . Most typographers 
are accustomed to fast work, but they can’t go be- 
yond a certain speed without spending extra money. 
For example, a company can turn out a ten hour 
job in two hours. To do this, it puts eight or more 
men on the job. Compositors wait around to hand 
other compositors type and material—such as a 
nurse waits to hand a surgeon his scalpels and 
sutures. You get your job when you want it, but 
from a cost angle it’s expensive. Of course, in many 
cases it is worth the extra money to you. 


17. Consider the use of special techniques . . 
When you need special effects in multi-color, don’t 
forget that some typographers can offer new ways 
of handling it. For example, there is one process 
which can produce 28 different colors on a single 
sheet of acetate. This eliminates skeletonizing, regis- 
ter and press wash-ups. Just the thing where multi- 
color copy is required for use as overlays for com- 
prehensives, 35mm slides, etc. 


18. Take advantage of the camera in composi- 
tion . . When your layout calls for copy in perspec- 
tive, outline, shadow, etc., don’t forget that there are 
photographic techniques which can save you money. 
If you have a problem of enlarging or reducing let- 
ters in a single dimension, some of the special cam- 
eras can do the job. It is even possible to make one 
ad set-up do the work of two. For example, a 7x10” 
layout can be made 8x10” or 7x9’. 


19. Use photocomposition to take the place of 
expensive handlettering . . Photographic type- 
setting is often a good substitute for an artist’s hand- 
lettering. You'll note we said “substitute.’ No me- 
chanical process will ever take the place of an in- 
dividually created effort; however, where the effect 
is desired, but the handlettering price isn’t war- 
ranted, photocomposition of display type is the an- 
swer. 


20. Use screened veloxes .. A screen print can 
mean real savings in time and money. For letter- 
press it will enable you to order a less expensive 
plate than a halftone and where regular type and 
line copy are involved, it will eliminate combina- 
tion and silhouetting charges. For offset, it will en- 
able you to paste the halftones in your line mechani- 
cal, eliminating separate halftone shots and stripping. 


21. Gain all the extra savings of phototypog- 
raphy .. A list of these could cover many pages, 
but here are some examples: display type from a 
keyboard; color slides without color photography; 
elimination of mechanicals; elimination of film nega- 
tives by engraver or printer; ease of make-up for 
ruled forms. Ask your typographer about these de- 
velopments. 44 





For Variety... 


Typefaces Meet 
Many Needs 


Typographers’ taste and demands 
are constantly changing, and de- 
signers and typefounders are con- 
stantly at work to supply new faces 
to meet these new demands. 

Here, for the collection of lovers 
and users of type, are new mate- 
rials just introduced. 


Private Not 
Design the 


satisfied with 
gothic type- 

faces generally 
available, Type & Art Inc., Cleve- 
land, has developed its own de- 
signs. Roys Gothic, which has two 
variations, is cast both flush and 
with a slight overhang for obtain- 
ing the most effective spacing. It is 
cast in 60 point only, with photo- 
graphic proofs being furnished to 
meet other sizes. 


LNNOPOR ab 


Other given this special 
treatment are three Layout Gothics, 
a variation of Alternate Gothic 
Nos. 1, 2 & 3, and a recasting of 
Original Grotesque, a British de- 
sign no longer available. 


faces 


Thirteen A handsome book- 
Text Faces let from Mergen- 

thaler Linotype Co., 
Brooklyn, displays settings of 13 
typefaces, suitable for body copy, 
and available exclusively on Lino- 
type. Each spread shows a single 
face in large enough copy blocks to 
give a clear idea of the mass ap- 
pearance of the design. 

Included in the brochure are 
Caledonia, Caledonia Bold, Eldo- 
rado, Electra, Electra Bold, Fairfield, 
Fairfield Medium, Trade Gothic 
Extended, Trade Gothic, Trade 
Gothic Condensed, Trade Gothic 
Extra Condensed, Monticello and 
and Primer. The copy set in each 
type gives an interesting account of 
the history and development of that 
face. 


. for more details circle 214, page 115 


Californian 
In Use 


A booklet in two 

colors shows many 

uses of Californian, 

from Lanston Monotype 
Co. in sizes from 8 to 36 points. 

One of the faces developed by 

Frederic W. Goudy, Californian 

is simple, dignified, distinguished 


available 


and legible. The sample settings 
show its use in announcements, 
books and other applications. 

- for more details circle 215, page 115 


Colorful 
Folders 


Four attractive 
specimen sheets are 
being offered by 
Amsterdam Continental Types and 
Graphic Equipment Inc., New York. 
While the faces have been an- 
nounced earlier, these folders illus- 
trate the ways in which the designs 
can be used. In addition to being 
shown in a single line in each size, 
sample designs are included. 

The folders are all printed in the 
country of origin of the type, and 
are themselves examples of good 
design. Included are Clarendon and 
Clarendon Bold (Haas, Switzer- 
land); Melior (Stempel, Germany); 
Egyptian Bold Condensed & Egypt- 
ian Bold Extended (Amsterdam, 
The Netherlands). 


- for more details circle 216, page 115 


Copyfitting Handled 
By Special Slide Rule 


A slide rule specially designed 
for copyfitting is being distributed 
by Taylor Publishing Co., Dayton, 
Ohio. 

The face of the rule has five 
scales, pica length of line and char- 
acters (or running picas) on the 
outside, with the number of lines, 
the alphabet length and characters 
per pica on the sliding section. It 
can be used to determine the space 
given copy will require for a se- 
lected typeface, or knowing the 
space, will indicate the number of 
typewritten lines to be composed. 

It can also be used to scale 
photographs and to handle stand- 
ard problems in multiplication and 
division. Of well-seasoned wood, 
with a white surface on which the 


scales are printed, the rule sells for | 


$2 each. 44 


Well, what are you waiting for — 
three cheers? 


Standard Light 
Standard Light Condensed 
Standard 
Standard Medium 


Standard Bold 


Standard Extralight 
nde 


Exte 


Standard Light 
Extended 


Standard 
Extended 


Standard Extraboild 
Extended 


Standard Condensed 

Standard Medium Condensed 

Standard Bold Condensed 

Standard Extrabold Condensed 
AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT, INC. 


268 FOURTH AVENUE NEW YORK 10, N. Y. 
SPRING 7-4980 
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Services and Supplies 


ADVERTISING SPECIALTIES 


ata ADVERTISING COINS 


Coins are used for: 

@ SALES PROMOTIONS 

@ ANNIVERSARIES 

© TRADE TOKENS 

© OPEN HOUSE SOUVENIRS 

© SPECIAL KEY CHAINS 

© SAFETY CAMPAIGNS 
Individually Designed To Fit Your Needs! 


Sa at eel CATALOG PNY ge 
Action Advertising 2 fr*xy 


MANIKINS 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 

men’s and children’s 

figures for your 

special promo 

tions! 


MADISONIA MANIKINS, INC. 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 
NEW YORK: 152 W. 25 St., CHelsea 3-1550 


DECALS 


‘i a. ae 

ALES 
a 
BRILLIANT 

MADE TO YOUR SPECIFICATIONS _ 


NGG) 4 ares 


20722 MILES AVE. 
CLEVELAND 28, OHIO 


SEND FOR 
ae 


COLOR POST CARDS 


NATURAL COLOR 
3, Uy, POSTCARDS Ti 00 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8"s x 11 
25¢ ec. in 1M quantity 
COLOR PRINTS—DVE TRANSFER—TYPE € 
Write for Price List end Somples 


CORONA COLOR STUDIOS 
’2 W. 46th St New York 36, N.Y 


114 + QR ° February 1960 


SIGNS 


DRILL OUTDOOR SIGNS 
PVE Pa PN ls 8 
PENNANTS, ETC. 


FOR THE RIGHT DESIGN... 
THE RIGHT MATERIAL . 

WRITE SUITE: 606 

PEOPLES-MERCHANTS BLOG 


esign 


ndustries, ine. 


ON, Ortlo 


POINT*OF*SALES SPECIALISTS 


ART SUPPLIES 


lhe professional lettering technique 


[ Slides = 


Write for literature and samples 


Stik-a-letter Co. 


Rt. 2, Box 1400, Escondido, Calif. 


CONTACTSCREENS 


Sulinent 32. “45. “SS. 60, ss. 1S. 85. “100. 110. 
120, 133, 150, 175, 


Sizes: 8 x 10 to 23 x re in. 


Pre-angled screens to 23 x 29 in. at same 
pete ces. 


“ CAPROCK DEVELOPMENTS — 
165 Broadway. N.Y. 6 REctor 2-4028 


DALTON 
‘*‘admaster"’ 


100%, reg leyout end visvelizing ped 


Better 


Mousetraps 
Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and_ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 


Results 





201/Circle on Readers’ Service Card 
Carton Color Guide 

. . » Stone Container Corp. guides the users 
of corrugated cartons in the most effective 
use of color and design. (Page 88) 


202/Circle on Readers’ Service Card 
Polyethylene Packaging 

.. + the benefits of polyethylene packaging 
are detailed in a booklet from U.S. Indus- 
trial Chemicals Co. (Page 92) 


203/Circle on Readers’ Service Card 
Print Film 

. » » Du Pont brochure explains uses of the 
company’s Cronapaque print film, de- 
signed for photogrammetrists, industrial 
use. (Page 49) 


204/Circle on Readers’ Service Card 
Color Reference 
. @ sample page from a two color ref- 
erence guide for printing will be sent on re- 
quest by Ghent Oecertel and Associates. 
(Page 49) 


205/Circle on Readers’ Service Card 
Small 3-D Letters 
. » samples and details of two new series 
of small, 3-D letters for signs, displays, 
etc., are available from Hernard Mfg. Co. 
(Page 54) 


206/Circle on Readers’ Service Card 
Design Your Own 
. . Functional Display Inc. describes a 
do-it-yourself plan for modular exhibits. 
(Page 54) 


207/Circle on Readers’ Service Card 
Home Study 
. . » details on home study of reproduction 
copy preparation are available from the 
American Institute of Technology. 

(Page 70) 


208/Circle on Readers’ Service Card 
Automation in Agencies 

. a brochure from Remington Rand ex- 
plains how Univac methods can simplify 
advertising agency operations. (Page 71) 


a | 
el 


| am Advertising 


Requirements 


*Send for these free helpful selling tools 


209/Circle on Readers’ Service Card 
Cartoon Portfolio 

. .. American Mail Advertising offers free 
samples of cartoons for use in business 
and advertising. (Page 50) 


210/Circle on Readers’ Service Card 
Industrial Reporting 

- . Hazick Reporting Service brochure 
tells how South is covered by its reporters 
and photographers. (Page 50) 


211/Circle on Readers’ Service Card 
Color Process Guide 

. color specifications for engravings, 
other graphic art processes, defined. 
Graphic Publishing Co. offers sample. 


Readers’ Service Dept. 


8802 


209 210 211 212 213 214 
215 216 217 218 219 220 221 
222 223 224 #225 #226 227 228 
229 


212/Circle on Readers’ Service Card 
Better Mounting 

. . advantages of dry mounting materials 
for offset printing layouts are described in 
booklet of Seal Inc. (Page 50) 


213/Circle on Readers’ Service Card 
Magazine Wrapper 
. . samples of a fiber reinforced paper 
that can substitute for envelopes or boxes 
at lower cost are offered by Thilmany. 
(Page 67) 


214/Circle on Readers’ Service Card 
Linotype Typefaces 

- » @ booklet from Mergenthaler shows 
13 faces, suitable for body copy, available 
only from Linotype. (Page 111) 


Le EE ee ae Ee ee ee ee ee ee ee ee ee ee a a ae a ee 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for ftems listed 
not serviced beyond May 15, 1960. 





| Adwertising 


ET Ore RED Ee Gs SRT G2 80 o 


*Send for these free helpful selling tools 


218/Circle on Readers’ Service Card 
Californian Samples 

. » « Lanston offers a booklet showing the 
sizes available in Californian and how 
they look in use. (Page 111) 


216/Circle on Readers’ Service Card 
Imported Typefaces 

. Amsterdam offers booklets on type 
faces produced by overseas foundries, 
showing alphabets and how they may be 
used. (Page 111) 


217/Circle on Readers’ Service Card 
A Real Nothing 

. « The Marvic Co. offers samples and 
details of its “Nil,” a certified intangible 
appropriate for use as a specialty. 


Payee t UE. 


pe oe 
Sit ese 


218/Circle on Readers’ Service Card 
Specialty Idea Folder 

. Green Duck Co. offers a folder on 
“How to Tell The World” about your com- 
pany’s anniversary or birthday. (Page 82) 


219/Circle on Readers’ Service Card 
Folding Table Brochure 

. a variety of folding tables for use as 
executive gifts, incentive awards, etc. are 
illustrated in a brochure from Howe Fold- 
ing Furniture Inc. (Page 82) 


220/Circle on Readers’ Service Card 
Prove-The-Expenses 

. « « The Proov-It Co. releases samples of a 
wallet-sized booklet which helps expense 
account users record and authenticate 
amounts spent during the month. (Page 85) 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, fl. 


Readers’ Service Dept. 


8802 


Please have the following sent me: 


201 202 203 204 205 206 207 
208 208 210 211 212 213 214 
215 216 217 218 219 220 221 
222 223 224 225 226 227 228 


*Note: inquiries for items listed 
not serviced beyond May 15, 1960. 


221/Circle on Readers’ Service Card 
Display Rack Handbook 

. @ 22-page handbook showing the ad- 
vantages of wire and strip metal construc- 
tion in display is released by E. H. Titch- 
ener and Co. (Page 98) 


222/Circle on Readers’ Service Card 
Better Letters Folder 

. . @ folder describing a direct mail serv- 
ice for business letter writers is avcilable 
from Better Letters Exchange. (Page 103) 


223/Circle on Readers’ Service Card 

Preprinted Letterheads 

. + « Idea Art releases a catalog showing 

its latest 4-color, 8'/2x11"’ letterheads. 
(Page 103) 


224/Circle on Readers’ Service Card 

Free Mailing Lists 

. » .» Ever Ready Mailers Inc. supplies its 
clients with free rated lists and gives the 
details in a new folder. (Page 103) 


225/Circle on Readers’ Service Card 

Film Catalog 

. . . Association Films Inc. has issued a 
44-page catalog listing over 500 free and 
rental 16mm motion pictures. (Page 39) 


226/Circle on Readers’ Service Card 
Lowcost Graflex 

. » Graflex describes its new economy 
filmstrip projector with push-button film 
advance. (Page 40) 


227/Circle on Readers’ Service Card 
Viewlex Salestalk 

. . « literature on a self-contained “attache 
case” unit with built-in screen, projector, 
and 4speed record player, is available 
from Viewlex Inc. (Page 40) 


228/Circle on Readers’ Service Card 
Visa-Matic Effects 

. . « literature on a new device for visual 
effects with standard projection is avail- 
able from Visa-Matic Corp. (Page 40) 


229/Circle on Readers’ Service Card 
Planning Kit 

. » . Visual control systems and equipment 
explained in kit issued by Graphic Sys- 


tems. (Page 41) 





How many times have you touched the 


electros that are going to reproduce your 
ads? There's 


when your electros are 


need to. nol 
Reilly 


really no 
made by 
Ele troty pe, 

Reilly hands are highly skilled in pro- 
ducing electros that are not only faithful 


all hands 
work for 


perrection 
at 


Reilly 


duplicates of the originals, but are mas- 
terpies es of their kind. 


Ours are the hands of many experts. 
Our staff includes engravers who check 
originals, a chemist who controls plating 
baths, pressmen who prove electros for 
accuracy of reproduction, and service 
people who follow through. 

Nowhere else will ' find master 
electrotypers so ably assisted in’ their 
pursuit of perfection, 


you 


REILLY ELECTROTYPE DIVISION 
305 E. 45TH STREET, NEW YORK 17, N.Y. 


MU. 6-6350 


3M-Pre-madeready electrotypes « Reillytypes ¢ Reilly Plastictypes « R.O.P. Color mats « Reilly mats « Dealer mats « Engraving service department 





The split second 
between 


whys) 
FIL ‘VE 


TN 
UAB 
PLASTIC TRANSPARENCIES 


The Coca Cola Company 8” x 10 


Ce UCC e CU ar A eh Uae 
people Pass-By and more people GO-BUY when their Shadow 
CCU eC CN Ula Url ed 
larger orders, year after year, from the same satisfied 
advertisers! 

ee Ce ny 
you get from ULLMAN! Only ULLMAN builds a light-refracting 
surface into each TRANSPARENCY... reproduces your pic- 
EU UCM a CC a 
NaC aCe ae rT 
continuous tone picture, you get sensational color build-up 
Ce ee a Cm TDL ay 
catch your message. Even should the Shadow Box light go 
out, your advertisement remains colorfully convincing. 


No wrinkling, no warping, no matter what the atmospheric condi- 
tion. No fading in front of a light source. Any size up to 37x49” 
For your best GO-BUY Transparencies — see ULLMAN! 


LET US SHOW YOU 

HOW TO Light Up 

Your Promotion Program 
Write for descriptive literature and 
samples of Ullman Transparencies 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 


A division of The Ullman Company, Inc. 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


Established 1888 





